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... and HAPPY NEW YEAR, TOO! 
VAISEY-BRISTOL SHOE COMPANY 


Monett, Missouri 
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Tune-up for Spring Business 


with Sure-Fire Flali-ston- 


FOR CHILDREN OF ALL AGES 
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IN STOCK No. 442 
Black Kip Plug Oxford 


8%, to 12 
12% to3 


Also in Brown 
No. 406 


8% to 12 
12%, te3 
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You can be the store with the shoes 
that have Sure Fire Sales Appeal. Quality 
craftsmanship and style have made 
Kali-sten-iks the favored shoe for 


children of all ages. 


IN STOCK No. 7677 


Red Kip Raised Seam 
Moccasin Strap 
6%, to 8 
8, to 12 
12% to 3 
Also in Brown 
No. 7666 


8%, to 12 
12% to3 
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SHOE 


#1 LINE 
IN THIS 
PROFIT-MAKING 
DEPARTMENT 
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YJ _J] LOOMINGDALE’S 


It pays to concentrate. Don’t make American 


Girl just another line in your store, MAKE IT 
A BUSINESS. Write or call, and talk to us 
about an AMERICAN GIRL DEPARTMENT 
in your store. 


288 A Street, Boston, Massachusetts. LIberty 2-1006 
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BR We We She LOMA EGIL Get PLE FUGA 


Sunland’'s 2 most 
important colors 


“WHITES | 
. WIHUTES” . 


“FOR SHOES.” 











wit IB Surest selling, warm 


weather shoe-stock a retailer can 
have. 


WHuTr B Never more solidly 


endorsed by all who know fashion. 


WHITE Morning through 


night, wherever there's summer sun. 


a. WHIT LEVOR’S is always 
KID, CABRETTA, 7. a first choice. Prime stock, tanned by 


CLOVER CALF & KIP | dy - specialists. Outsells the field. Has 


and also in White, much more without premium in 


TAN-ART SUEDE price. 
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(Baty at your feet is the product of quality-minded people. 
BRON And because our people build quality into every pair of Brown 
shoes, theyre shoes you can build your business on. 


We cut lefts 
and rights 
from the 
same skin 
so your 
customers’ 





Brown Shoes E- 
match 
perfectly. 


Cutting Foreman Mike Stuckenschneider, 

a 15-year Brown craftsman, cuts leather from 
the best part of a hide. Then right and left 
are immediately "match marked” and 
stamped with identifying numbers. 


BROWN SHOE COMPANY 


St. Louis... Makers of: 
Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 
Scout Shoes * Official Girl Scout Shoes * Life Stride * Westports by Life Stride * Naturalizer 
* Pedwin * Propr-Bilt * Risque.* Robin.Hood * Robinette * Roblee 
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NEW... from 


GOODFYEAR 


NCOUITE 


Specially designed for super comfort... the 


NOW! FAMOUS NEOLITE DURABILITY 
PLUS SENSATIONAL FLEXIBILITY! 


Leave it to Goodyear to bring you a great new ad- 
vance in soling! It’s a completely flexible sole that’s 
different from any other sole ever produced and it’s 
perfect for today’s new styles in super-comfortable 
men’s shoes. And, equally important, the NEOLITE 
FLEX Sole is true NEOLITE, the most famous soling 
material in the world for Jong wear! 

Yes, the NEOLITE FLEX Sole is real NEOLITE, but it’s 
made differently to add sensational flexibility to its 
traditional durability. Special blending of ingredients, 


double processing, contour cutting and other procedures 

developed by Goodyear scientists made this material 

possible. And now NEOLITE FLEX Soles are available in 

quantity for full production of your appropriate lines. 
* * * 

Right now, while you are planning next season’s 
lines, it will pay you well to get all the facts about 
NEOLITE FLEX Soles. Be sure to talk it over with 
your Goodyear Representative. Or, if you prefer, write 
to: Goodyear, Shoe Products Division, Akron 16, O. 
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FLEX vULt 


PERFECT Sole for light, flexible men's shoes! 





NEOLITE ‘SOLES: HEELS 
, GOODFYEAR 


Watch GOODYEAR THEATER on TV—every other Monday, 9:30 P.M., EST. 
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people DO 
buy Shoes 


OR YEARS we've been hearing that 
the consumer never looks at the 

soles of shoes. 
The response to our advertising in 


Parents’ Magazine, with requests for 
booklets, convinces us that... 


1—Mothers DO care about the soles on their 
children’s shoes. 


2—People DO want LEATHER SOLES in preference 
to any other material. 


3—Customers DO look for trademarked leather soles 
as assurance of QUALITY. 


You can add to your sales by taking advan- 
tage of this consumer demand for quality, 
trademarked leather soles. And, as millions 
of consumers know, if it doesn’t carry the 
VOTAN trademark, it isn’t genuine leather 


“SuPERSOLE”. 


VirGiNIA OAK TANNERY 


SALES CORPORATION 
27 Spruce Street — New York, N. Y. 


for The Story Behind SurerSore! write today for owr 





er booklet No.I2B. 





THE MILLION DOLLAR LOOK that made 
“AMERICAN JUNIORS” Shoes 


FIRST CHOICE 


OF MOTHERS AND CHILDREN 





JACKIE 














In a Nation- Wide “Concealed Brand” Test 
Conducted in Major Cities by Reuben Donnelley Company 


AMERICAN JUNIORS SHOES 


Chosen FIRST of FIVE TOP children’s brands. 


FOR VALUE FOR WORKMANSHIP FOR STYLE 


Chosen first repeatedly over 4 other Picked first, — far ahead of 2nd Selected 1st more times than any of 
brands choice other 4 


American Juniors Shoe Company was gratified to learn what representa- 
tives of the Reuben Donnelley Company found out. Personal, individual 
home interviews, in a “concealed brand” survey, were made by Donnelley 

ie tthe, . field personnel in major cities. 
* * Five top-brand Children’s shoes, with their brand-names completely con- 
a cealed by numbers, were shown to thousands of mothers and children. They 
selected their first choice for value .. . for workmanship . . . for style! 


When all of the questionnaires were tabulated and the numbers were 
Sunors identified for brand names, results showed that AMERICAN JUNIORS had been 

Y chosen First for value .. . FIRST for style . . . FIRST for workmanship! A real 
tribute to the craftsmanship and famous value that has made AMERICAN 
JUNIORS the country’s fastest growing line of children’s shoes. 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. Division Consolidated National Shoe Corp 


tienen 6 O 
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New resin impregnation process adds up 
to 50% more wear to oak sole leather... 
doubles its water resistance...prevents 
slipping and skidding. Adds more flexibility 
...actually makes leather better than leather. 
It is typical of the many new, exciting ideas 


being created today by Armour Leather. 


Armatan sole leather gives you many extra 
benefits. Superior wearing quality from every 
area of the bend—no wasted leather, less sort- 
ing necessary. Cuts, works and cements easily 
—no ragged edges, no tempering or mulling 
needed. Comes with a good finish in a dis- 
tinct rich color, ready to take a high waxing. 


ARMOUR LEATHER COMPANY 
JN 426 West Randolph Street + Chicago 6, Illinois 
210 South Street + Boston 11, Massachusetts 


2 Jacob Street * New York 38, N. Y. 
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The Guild of Better Shoe Manufactur- 
ers' first showings of summer, 1958, 
styles. In individual sample rooms. 

The week of January 6 

Michigan Shoe Fair, Michigan Shoe 
Travelers Club, Wolverine Hotel, 
SRS eo ao a avert aad Jan. 12-15 

Market Week and Open House, New 
York Shoe Wholesalers Association, 
Duane, Reade, and Church Streets 
and West Broadway ......... .Jan. 12-15 

Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

Jan. 19-21 

Spring and Summer Showing, Mid-At- 
lantic Shoe Show, Benjamin Franklin 
Hotel, Philadelphia es ee 

Summer Shoe Show, Pennsylvania Shoe 
Travelers Associaton, Hotel Penn- 
Sheraton, Pittsburgh ............Feb 9-11 

Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 

WN ccs ca be ce eae ea ee Peek 

Allied Shoe Products and Style Exhibit, 

Fall and Winter, Sheraton-McAlpin 
Hotel, New York City ........Feb. 22-25 

Leather Show, Tanners’ Council of Amer- 
ica. Waldorf-Astoria Hotel, New 
York: Cie. oi so see... ee eee 

Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Wolverine Hotel, 
Detroit i VS ee sea ee es 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Hotels 
Statler, Lenox, Sheraton-Jefferson and 
Park Plaza, St. Louis ..........April 27-30 


KL J 





Shoe Fitting Course Set 


PHILADELPHIA—The shoe fit- 
ting course at Temple University 
will be again presented after the 
first of the year, according to Ben 
Finn, secretary of the Philadelphia 
Retail Shoe Merchants Association. 
The association jointly sponsors the 
course with Temple University. In 
the past six years, more than 600 
shoe retailers have completed the 
program. 


Foot-Joy’s New Shoe Box 


BROCKTON, MASS. — A new 
Foot-Joy shoe box was introduced 
by Field and Flint Company here as 
it observed its 100th anniversary. 
The box, created with metallic 
bronze paper covering and printing, 
houses the new Foot-Joy “Centen- 
nial Line.” The cover features 
bronze lettering over a two-tone 
background of slate gray and char- 
coal gray. The Foot-Joy logo in 
black is printed over a white band. 
The box is intended to suggest the 
elegance of its contents. 
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PARADE 


Laconians’ friendly spoof at shoemen, 
as featured in Laconians’ monthly publication: “‘Shoescaster’’* 









Dealer No. 3: 

The Careless Camel, Survives for weeks without refilling on sizes and styles 
his customers would walk a mile for. Big buying storm suddenly catches him 
dry as a desert on the big items. Couldn’t be bothered using new catalog his 
source sent him, so now he’s carrying loads of dead shoes, and wondering 
why business sphinx. 








Moral: 
Don’t try to get over the hump by laying down a mirage of shoe excuses and 


substitutes. With Laconians, you’re offering ’em real here-and-now value — 
value equal or superior to 4 other national brands at $2 to $3 more retail. 
And tot to teen, infant or child, miss or little gent, youth or deb — soon as 
they take a chair, Laconians big selection puts you right there with the right 
pair. They'll sit up and try Laconians comfort features, like combination 
lasts . . . they'll get up and buy Laconians style features, like tapered toes, 
Shu-Loks, swivel straps. You could make Laconians the basis for a real prof- 
itable shoe oasis . . . could we show you the plans at your store? 













dress, school and sport, cements and welts 
from tots-to-teens, In-stock, nationally advertised. 
$4.50-$7.95 (some slightly higher). 





















*Fill out coupon, and receive 





this entertaining, informative booklet 









every month without obligation! 
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| SEND LACONIAN SHOESCASTER EVERY MONTH TO: 
1 
I ss ' 
i ore Name: i 
{ ! 
| Address: ! 
l I 
1 l 
I City: Zone: State: 1 
1 1 
1 i 
LACONIAN SHOES CORP., | Buyer's Name: j 
ook eg | eet RRA eb OR sean IN weet A Yai RM Ae SY A = 


You know how it is with infants’ shoes . . . First 
Steppers are the frosting on the sales cake! A good 
shoe, plus good work at the fitting stool, brings 
new mothers back again and again. 

Repeat business comes your way as simple as 
that — and it’s even more secure with CHILD LIFE 
... for the good will you build can’t revert to some- 
body else down the street with a lower price. It 
can’t — because ONLY YOU can be the CHILD 
LIFE dealer in your community. 


HERBST SHOE MANUFACTURING CO., 


New York Office —557 Marbridge Bldg., New York 17, N.Y. 


The finest flavored frosting for y 









AGATE : ‘ “ei 
irene 


ur First Stepper Cake 


The CHILD LIFE franchise is yours exclusively. 
It protects you . . . and provides a beautiful line of 
shoes for boys and girls that extends from infants’ 
sizes to teen age. In pediatric qualities, leather and 
craftsmanship, CHILD LIFE is second to none. In a 
phrase, it’s the sweetest, deepest flavored frosting 
any dealer can have on his First Stepper Cake. If 
there’s no CHILD LIFE dealer now in your trading 
area, you're invited to write. 


Milwaukee 45, Wis. 
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Seasons Greetings 


Lapoe 


= ay 
aYK am 






Dear Friends: 


With the holidays just around the bend 
of the calendar, it is time and an opportun- 
ity to stop, ponder and recapitulate the year 
that is on its way out. 


It has been a year filled with promise and 
some fulfillments. It has seen man launch 
satellites and get closer to the moon and 
outer space. There have been perplexing 
problems as well as happy solutions. 


Now, we are on the threshold of a new 
year and we hope it will be a bright and 
happy one for all. 


As always, we on the Boot and Shoe Re- 
corder, enjoy and appreciate the friendships 
of long standing. At the same time, we wel- 
come our new friends into the Recorder 
family. 


And this is our sincere and earnest wish 
. A Very Merry Christmas and a Bright, 
Joyous New Year to one and all. 


Mrorgs 


Jerson 


Boot anp SHog REcorpEr 
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Signs that point to 
a big season on 


j SPORTS 
CLASSICS 























4-color ads pointed right at 


fashion conscious gals 

of all ages! 

Jills . . . the casuals 

with hands sewn vamps and 

other details of 

quality handcrafting. 

The demand will be there. 

See how just a modest inventory of 
JILLS SPORTS CLASSICS 

will produce sales and repeat sales! 


BRISTOL SHOE CORP. « MONETT, MO. 
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FRA CTGAIDAIMIS 


shoe that walks off with oj all honors! 


BSCEIMIANGS 
CANIS 


smooth, luxurious, long-lived. A wing-tip bal oxford on the Royale last; 
12-edge sole, leather-and-rubber heel. #594 Admiral Blue... available 
in stock in Hubschman's black and brown by Stacy-Adams Co., Brockton, Mass. 
E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
Fashion Office: Empire State Building, New York 1 
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TESTING 
when so much 


depends on so little 


-.. depend on 


SUPERGRIP 


Cements 


It’s a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it... its bond strength, flex- 
ibility and performance determine 
the life of the shoe. 


For added protection when attach- 
ing your soles use SUPERGRIP 
Cements ... they're stronger than 
the materials they bond when used 
properly. Shoes cemented with 
SUPERGRIP are tested every day 
on this Scott tester... they're torn 
apart to prove SUPERGRIP 
Cements are consistently reliable 
... reasons why more and more 
manufacturers are switching to 
SUPERGRIP Cements for greater 
confidence in sole attaching ... and 
SUPERGRIP costs no more — 


Check these advantages: SUPERGRIP gives you greater 
DEPENDABILITY mileage. Actual case histories show 


United’s methods of quality control mean greater confi- up to 28% more pairs cemented 
dence in sole attaching through dependable cements. per gallon. 


BOND STRENGTH SUDERGRID 
Supergrip cements are stronger than the materials they 


bond when used properly. Sole attaching cements are products of the 
8. B. CHEMICAL COMPANY 


PERFORMANCE = 

Hundreds of manufacturers making millions of shoes U ri ited 

depend on Supergrip Cements’ reliable performance. SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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There’s something wonderful going on 


.. fight at your feet! It’s the exciting 









look of leather. Leather like Rueping’s 
TOMAHAWK...smooth, lustrous, richly finished 


’ ...featured here in handsome, comfortable P 





Mansfield shoes to keep in step with the life 
you lead. Again, it’s TOMAHAWK leather... 


for smart grooming, good taste, casual elegance. 





SHOES: Style No. 1060 
Commonwealth Shoe & Leather Co. 


Whitman, M ty tHe 
0 





LEATHER: Rueping’s TOMAHAWK 
Color No. 1510 


“i , 


By the makers of BOSTONIANS 


e fore beatler for ofiwe hea | 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Last-Minute Orders Up ra at PPSSA 


NEW YORK—Last-minute orders, 
which gathered momentum at the 
close of the 19th Popular Price 
Shoe Show of America, may have 
been a turning point in the discour- 
aging slowdown in fall shoe sales, 
reportedly off five to seven per cent 
in dollars and four per cent in units. 

The show represented a sort of 
buyers’ deadline, with only 11 weeks 
remaining in which retailers may 
trim sails for next year’s early 
Easter. 

A record 700 exhibitors occupied 
more than 1,000 sample rooms. In- 
creased exhibiting space was avail- 
able for the show in the Trade Show 
Building opposite the Hotel New 
Yorker. 

Consensus among volume houses 
is that retailers will have to press 
to the limit to match last year’s 
sales in dollars. A slight decline is 
expected in unit sales for spring. 

William M. Blackie and A. W. 
Berkowitz, presidents respectively 
of the National Association of Shoe 
Chain Stores and the New England 
Shoe and Leather Association, 
which sponsor the PPSSA, said the 
show, one of the last market weeks 
in the industry, showed signs of 
producing orders equal to those of 
a year ago. They reported volume 
retailers have been bringing their 
inventories in balance during the 
past 60 days. 

Maxwell Field, executive vice- 
president of NESLA, declared shoe 
production in recent weeks was an 
indication of what has been hap- 
pening in sales in the volume shoe 
field. Though national production 
is about one per cent above last 
year, New England has fallen three 
per cent behind. New England pro- 
duces largely for make-up and for 
the volume houses such as chains 
and mail order. 

Volume shoe men believe the 
needle toe has not yet found mass 
public acceptance in the volume 
grades. The more moderate tapered 
toe, however, is now a major factor 
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WILLIAM M. BLACKIE 


at all levels and in all areas. They 
expect it to be even bigger this 
spring. Many felt there was a lack 
of consumer education, still reflect- 
ing itself in the belief held by 
many women that the pointed toe 
is uncomfortable and will cramp 
the toes. 

An estimated 80 per cent of the 
exhibitors have raised prices in at 
least a portion of their lines and 
additional manufacturers were ex- 
pected to join the parade, particu- 
larly those in the New England 
area where a wage increase is set 
to go into effect January 1. 

The crystallization of styles acted 
as a spur to last-minute buying. 

Closed tapered-toe pumps ran 
way in front on orders. But closed- 
toe slings and closed-toe open-back 
T-straps were also active, largely 
in tapered toes. The thong, which 
won surprising popularity in flats 
last spring, is now moving into 
higher heels, a possible successor 
to mules. Baby dolls continue 
strong with mail order houses. The 
chains again plan to do a big job 
on dyeable whites and will give 
more emphasis to opened-up shoes 
in contrast to closed pumps. 

Much comment was made about 
too much reliance on black. Many 
chains plan to play up prints and 
stripes aud brighter colors. 

The trend in men’s shoes con- 
tinues strongly in the lighter con- 











structions and the Continental 
types in dress, casual, novelty and 
sport footwear. Both manufactur- 
ers and retailers expect these types 
to contribute about 50 per cent to 
spring sales, with the remainder 
going to staples. 

Industry leaders believed new 
fashion and new promotional ap- 
peals would assure an upturn in 
retail shoe sales next spring and 
summer. They noted a halt in the 
trade-up trend, active for the past 
several seasons and some indica- 
tion that volume retailers are mov- 
ing in an opposite merchandising 
direction. There were signs that 
purchases of women’s shoes at $5 
and $6 are definitely up over six 
months ago. 

Pressures on the costs of mak- 
ing and selling shoes are still great. 
It was pointed out that studies by 
industry economists had shown that 
average hourly wages in shoe fac- 
tories had increased 36 per cent 
between 1947-1949 and the year 
1956. In the same period the aver- 
age factory selling price of shoes 
was 8/10ths of one per cent lower, 
indicating an intense squeeze on 
profits. 

Mr. Blackie and Mr. Berkowitz 
isolated fashion merchandising 
themes around which all branches 
of the industry are planning promo- 
tional spring activities. 

In women’s shoes these include 
a greater range of promotional col- 
ors, including a rebirth in the in- 
fluence of red and blue for early 
selling and more stress on bright 
shades of post-Easter appeal. They 
also noted that women’s footwear 
will be offered in a greater variety 
of patterns. 

“The slim elongated look will 
still predominate,” they said, “but 
women will be able to find more 
sandalized and open patterns to 
choose from,” 

Helen Joseph, PPSSA shoe co- 
ordinator, contrasting 1957 with 
1958 style trends, noted a better 
balance between clesed and open 
patterns for 1958 rather than the 


[TURN TO PAGE 20, PLEASE] 
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Masters Sees No Future for Middle-Sized Stores 


NEW YORK—Stephen Masters, 
president of the Masters, Inc. chain 
of discount department stores, told 
the Monday breakfast meeting of 
the Popular Price Shoe Show of 
America at the Hotel New Yorker 
that “The middle-sized store can 
neither offer the little man’s special 
personal service or the big fellow’s 
price advantage.” He said, “It must 
either expand, acquire new capital 
and operate on a low margin, or it 
must retrench into the position of 
the smaller store. It cannot remain 
where it is!” 

“The question, as I see it for 
most manufacturers,” he said, “is 
whether or not they are going to 
stay with their present horse-and- 
buggy method of selling to retailers 
and tell such outlets as supermar- 
kets and discount department stores 
they can’t sell them, or whether 
they will revamp their distribution 
in light of today’s fast-moving 
changes in the marketplace, and in- 
crease their profits.” 

He disputed recent statements 
that the overhead of discount house 
operations was going up. He said 
his chain’s costs were now 11.9 per 
cent and were decreasing even more 
as he opened additional units. He 
contrasted this figure with the 36.6 
per cent given by the National Re- 
tail Dry Goods Association as the 
average figure for department 
stores in the first six months of 
1957. 

He predicted, “You may expect 
discount retailing to take an even 
greater bite out of the total retail 
volume of consumer goods because: 

1) We will improve even more 
our techniques of operating at low 
margins; 

2) We will take on additional 
categories of consumer goods; 

3) We will increasingly go into 
new types of distribution, like shop- 
ping centers, and 

4) More manufacturers will 
change their policies and pricing 
schedules to fit into our high- 
velocity operation.” 

Urging manufacturers to wake up 
to the fact that less and less of 
their goods will be sold in older 
traditional sources as his type of 
operation grows in importance, he 
called on manufacturers to move on 
to new outlets, line up with the 
new forces in retail distribution. 


STEPHEN MASTERS 


“If a manufacturer remains static, 
his name or his brand will disap- 
pear from the public mind as his 
volume diminishes.” 

Speaking specifically of shoes, 
Mr. Masters said, “In your lines, 
for instance, good, quality competi- 
tion is certainly going to become 
large business for those selling the 
new outlets. You cannot afford to 
let this happen. 

“Some of the top brands who 
have come along with our policies 
have experienced tremendous 
growths in their area. I won’t men- 
tion any specific names but they’re 
leading brand items in many, many 
categories. A number of the very 
biggest firms in your field are now 
selling us unbranded merchandise. 
We are buying this merchandise for 
as much as 25 per cent less than 
the same merchandise is getting 
when it carries a brand name.” 

“Some manufacturers have tripled 
and quadrupled their business al- 
most overnight by selling the su- 
permarket chains,” he said to man- 
ufacturers present. “You can do a 
phenomenal business with super 
discount stores if you have what 
we want. Many manufacturers with 
vision who sell us merchandise are 
now doing a tremendous volume of 
business.” 


Stern Named NSI Chairman 


NEW YORK — Joseph S. Stern, 
chairman of the board of the United 
States Shoe Corporation, Cincinnati, 
has been elected chairman of Na- 
tional Shoe Institute at a recent 
meeting of the NSI board of trus- 
tees. He succeeds Jack Schiff. Gil- 
bert Hahn, Hahn Stores, Washing- 


ton, D. C., was elected vice-chairman 
and Edward Atkins, National As- 
sociation of Shoe Chain Stores, suc- 
ceeds Merrill Watson as liaison rep- 
resentative of the four shoe organi- 
zations sponsoring the institute. 


Shoe Men Join Fight 
Against Baltimore Ad Tax 


BALTIMORE—Shoe men, along 
with representatives of just about 
every other line of business here, 
are in an uproar over a six per cent 
tax on advertising approved by city 
council and endorsed by the mayor. 
The tax, estimated to produce $2,- 
653,000 annually, is part of the 
city’s 1958 fiscal program. 

It will impose a two per cent 
levy on gross receipts from the sale 
of advertising and a four per cent 
tax on the sale of the ads, and will 
apply to all local media — news- 
papers, radio and TV. 

Baltimore merchants are certain 
to test the tax in the courts and 
the consensus is they have a good 
chance of winning. 

The proposal drew such strong 
organized protest from retail mer- 
chants, advertising media, and even 
labor unions, that the mayor was 
forced into partial retreat. Origi- 
nally he had asked for a 91% per 
cent tax. 

The nex tax simply means that 
soon it will cost shoe dealers about 
six per cent more to advertise. 

Merchants’ groups argue that the 
tax is discriminatory and will tend 
to dampen business activity in 
Baltimore. Representatives of the 
Retail Merchants Association, the 
Committee for Downtown, and the 
Association of Commerce say in- 
creased costs will oblige many mer- 
chants to curtail their advertising. 

Some observers question whether 
national advertisers will be willing 
to continue advertising in Baltimore 
media on the same scale as before. 

Merchants who deal heavily in 
fair-traded items will be especially 
hard-hit since they cannot pass on 
the added costs to customers, it has 
been pointed out. Neighborhood 
shoe stores and other small adver- 
tisers will also keenly feel the im- 
pact of the tax, it was said. 

In addition, downtown shoe stores 
near the big hotels may be affected 
by another action of city council 
which imposes a three per cent tax 
on hotel room occupancy. 
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Mountain States Shoe Show Plays Host to 500 Retailers 


DENVER — About 500 retailers 
from 75 towns and cities in a 10- 
state area attended the spring shoe 
show at which 200 lines were shown 
by more than 70 sales representa- 
tives. 


Black patent was ordered in more 
quantity in women’s and girls’ 
shoes than any other. Red—the real 
scarlet variety—was easily second 
in smooth leathers in the better 
lines and in patents in the less ex- 
pensive patterns. 

The tapered toe was in increased 
evidence at all price levels, but 
there was a definite trend to airier 
and open-toed stylings. In casuals, 
the thong was the conversation 
piece. Cotton prints sold moder- 
ately. 

There was surprising activity in 
pastels, but in new tones like sheer 
mist, sea spray, pale pink and blue 
sky. Imported French suede in 
dressy slings, T-straps and pumps 
were popular in the upper brackets 
and in tones like linden, sand and 
champagne. Interest was shown in 
dramatic new styles, in draping 
handwork and stiletto heels. 
Stretchable tops on pumps are still 
selling well out here. 

Staple lines have been dressed 
up, with narrower lasts and toes, 
slimmer heels in 21/8 to 18/8 
heights, in black patent with trim 
detail, in imported nylon mesh and 
in bisque beige smooth leathers. 
Punched pig sold better than a year 
ago, and in utility shoes, interest 
was in the lightweight numbers. A 
best-seller in nurses’ shoes is white 
ealf built on a narrow last and with 
construction so soft that the pair 
weighs less than eight ounces. 

In men’s, women’s and children’s 
wear, western boots play a big role 
in this western show. Narrow toes 
are outselling broad toes five to one, 
but walking type heels are defi- 
nitely “in.” In men’s boots, “the 
rough side out” was ordered for 
work purposes. 

As in dress shoes for men, men’s 
boots sell in black two to one over 
browns. Men prefer the 12-inch 
top, boys, the 14-inch top. More 
and more pastel tops with black 
vamps were ordered. No inlays 
were noted in the high-priced lines, 
just multi-colored stitched tops. 

Turquoise tops with black vamps, 
white with black and all-white are 
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most in demand in girls’ lines. 

Interest was concentrated on 
boots from babes’ to men’s sizes, 
made with plastic type milar under- 
lays in gold and silver in eagle 
motif. Many orders were taken on 
an all white with green eagle front 
and gold wings. This plastic type 
milar is also seen in leisurewear 
slippers, spring-o-lator types and 
sandals for women and girls since 
the new metallic treatment does not 
break or tarnish as in previous 
years. 

In men’s shoes, textured leathers 
still sell well out here. Squared 
toes, narrow lasts, soft construction 
were most evident. There is a big 
interest in hand-wovens, in hand- 
stained calf, in light slipons, and in 
bi-colors. 

Swivel straps and T-straps for 
girls, slimmer lines, lighter con- 
structions, novelty closures, combi- 
nations of color in soles and laces, 
saddles and loafers drew most in- 
terest in juvenile lines. Westerners 
are still buying Ivy League saddles 
in volume. 

Early deliveries were being asked 
on dress shoes, about January-Feb- 
ruary, to insure plenty of merchan- 
dising time prior to the early 
Easter. 


Hydraulic Arch Support 
Being Put into Production 


KENT, O.—A radically new type 
of arch support is based upon a 


hydraulic principle. Called Fluid- 
Arch Support, its primary feature 
is a permanently sealed, fluid-filled 
sack which presses up under the 
arch gently and supports it in all 
positions of walking or standing. 
The device is said to move with 
every action of the foot, adjusting 
to the stresses and positions of the 
foot in motion. 

As the weight of the foot comes 
down on the heel, the fluid within 
the arch support exerts a forward 
motion, coming up under the arch 
of the foot. With the foot flat on 
the ground, the fluid is directed up- 
ward under the arch. As the weight 
moves forward onto the ball, the 
fluid is directed backward and un- 
der the arch. Thus, at all times 
there is a supporting and massag- 
ing action. 

The support was invented by a 
dentist, Dr. George H. Dumm, of 


Kent. The supports are now being 
produced for commercial use here. 

The completed arch support con- 
sists of a bottom layer of sponge 
rubber, and the top surface or layer 
is leather. Between these two lay- 
ers is the sealed sack containing 
the fluid. The entire support is com- 
pletely flexible and pliable. No spe- 
cial fitting is necessary. The sup- 
port comes in several sizes for 
men’s and women’s shoes. 


The company reports that a grow- 
ing number of shoe manfacturers 
and retailers are interested. Some 
manufacturers have shown interest 
in fabricating the support directly 
into the shoe. One large rubber 
company is reported interested in 
taking over national distribution. 


Edison Will Enter Leased 
Shoe Operation in Omaha 


ST. LOUIS—Irving Edison, exec- 
utive vice-president of Edison 
Brothers Stores, Inc., announced 
his firm will open a Chandler’s shoe 
department in the Brandeis Depart- 
ment Store, Omaha, early in 1958. 
This is the company’s first venture 
into leased departments. 

The new Chandler’s shoe depart- 
ment will occupy the entire Bran- 
deis-balcony, reached by a direct 
escalator from the main selling 
floor. The quadrangular shaped 
area measures 4,800 square feet. 

The Brandeis shoe department, 
formerly located on the first floor, 
will be consolidated within the new 
Chandler’s shoe balcony. Chan- 
dler’s, which will feature its own 
brand of French Room Originals 
and others, priced from $6.99 to 
$12.98 for most styles, will also con- 
tinue to offer some of the brands 
formerly carried on the first floor. 


Mr. Edison said that the Chan- 
dler’s department would continue 
catering to established Brandeis 
clientele, as well as adding a large 
segment of new customers to the 
store with French Room shoes. 
Fashion coordinated handbags wil! 
also be offered. Don Miloni, former 
manager of the Chandler’s store in 
Westwood Village, Los Angeles, has 
been named manager of the new 
shoe department, with John 
Murphy, regional manager. 

The new department will be in 
the Chandler tradition of luxurious, 
feminine shoe salons for leisurely 
shopping. 





Boston Hears Plan to House 
Shoe Industry Firms in Mart 


BOSTON—A large merchandise 
mart at some time in the future 
may house the sales offices of prac- 
tically all of New England’s shoe 
and leather firms. 


George Alpert, president of the 
New Haven Railroad, has proposed 
a plan calling for the erection of 
such a building as part of the con- 
course of the South Station, Boston 
terminal not only of the New Haven 
road but also of the New York 
Central lines. Trains would arrive 
and depart beneath this large build- 
ing, Mr. Alpert says, and the con- 
centration in one spot of offices de- 
voted to the sale of shoes, leather, 
upper fabric and other shoe compo- 
nents, he believes, would bring 
more buyers to the Boston market. 
Financing, he says, is the major 
stumbling block just now. 


New England shoe excutives who 
have been approached seem gener- 
ally in favor of the idea. One of 
those most actively in favor and 
who has conferred not only with 
Mr. Alpert but with industry execu- 
tives as well, is Herbert C. Lee, 
vice-president of the A. S. Beck 


Shoe Corporation, which operates 
several factories in different parts 


of New England; and Maxwell 
Field, executive vice-president of 
the New England Shoe and Leather 
Association, has indicated his will- 
ingness to poll the NESLA mem- 
bership and ascertain sentiment. 


If sufficient encouragement is un- 
covered by this and other means, 
Mr. Lee feels that financial backing 
may not present the problem it now 
does. He sees the project as one 
which will give the industry a new 
impetus and refers to it as “a 
stream-lined merchandising effort” 
and a “dramatic presentation” of 
New England made shoes and shoe 
products. 


Leather Industries Promotion 
Scheduled for April Debut 


NEW YORK—Leather Industries 
of America will launch what it 
termed the largest men’s shoe ad- 
vertising-merchandising promotion 
in the history of the industry this 
spring. 

The promotion, involving more 
than 8,006 shoe retailers, will be 
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touched off by a three-page full- 
color LIA section in the April, 1958, 
issue of Esquire magazine. One 
page each will be devoted to pre- 
senting men’s shoe fashions for 
March, April and May. 

Sixteen men’s shoe manufactur- 
ers are participating. Each will be 
identified in an ad which will list 
his important retailers. In all, 16 
different shoes will be pictured in 
these pages. 

A point-of-sale merchandising kit 
will be sent to leading retailers of 
each manufacturer. LIA will fea- 
ture the promotion in a national 
publicity campaign, including the 
four major news services, TV net- 
work fashion shows and two news- 
reels with outlets in 8,000 theaters. 


Participating manufacturers are 
Bostonian Shoes, Craddock-Terry, L. 
B. Evans’ Son Company, Freeman 
Shoe Corporation, French, Shriner 
& Urner, Friedman-Shelby, Peters, 
Roberts, Johnson & Rand and the 
Winthrop divisions of International 
Shoe Company; Gardiner Shoe 
Company, Howard & Foster, Geo. 
E. Keith, the Weyenberg Shoe Man- 


ufacturing Company, The House of 
Crosby Square division of Mid- 
States Shoe Company, John A. Frye 
Shoe Company and the Stacy- 
Adams Company. 


Brown Shoe Company Elects 
Taylor Member of the Board 


ST. LOUIS—James C. Taylor has 
been elected a member of the board 
of directors of Brown Shoe Com- 
pany, filling the vacancy created by 
the recent resignation of Ansley 
Branson. 

Mr. Taylor joined the Wohl Shoe 
Company division of Brown Shoe 
Company in 1989, following — his 
graduation from Amherst College. 
His first position in the Wohl or- 
ganization was selling footwear in 
Kline’s retail department in St. 
Louis. Later he joined the merchan- 
dising division in the Wohl office. 
Before entering the armed forces in 
1941, he was appointed personnel 
director, and resumed that position 
on his return to the firm in 1945. 

Mr. Taylor was elected secretary 
of Wohl Shoe Company in 1947 and 
in 1950 was named vice-president. 





PPSSA Experiences Last-Minute Spurt in Orders 


(CONTINUED FROM PAGE 17) 


1957 preponderance of closed 
pumps. She said the trend toward 
lower heels is becoming a definite 
fashion fact for 1958, with fashion 
heels going as low as 15/8, 12/8 
and 10/8. 

Chairmen of the PPSSA style 
committees evaluated trends for 
the popular-price shoe factory. 

In sports shoes, Marion Markus 
of the Nobil Shoe Company, Akron, 
said major volume would center 
around three types—the moccasin 
loafer on a narrow last, the bubble 
saddle and the half bal oxford. 

For casuals and dress flats, 
Thomas Burns of Sears, Roebuck, 
Chicago, attributed increased im- 
portance to thongs, T-straps and 
closed casuals. Pointed toe sandals 
were cited as a trend to watch. 

For women’s dress shoes, Louis 
Shindler of Morse Shoe Stores, Bos- 
ton, confirmed the importance next 
spring of open pump effects, 
T-straps and sandals. He expected 
open toe, closed-back pumps _ to 
show gains among women who are 
still resisting new tapered lasts, 
but who are unwilling to buy the 
old last. 


The fifth floor of the McAlpin- 
Sheraton Hotel was one of the busi- 
est sectors during the show. Here 
the majority of children’s shoe man- 
ufacturers displayed their spring 
and summer lines. 

Shoes that were soft, light, flexi- 
ble and in the slimmer silhouette 
got the biggest nod from retailers 
of both boys’ and girls’ shoes. There 
was much interest in pumps in 
girls’ shoes, while-T-strap types on 
the conventional dress base as well 
as the skimmer base caused much 
pondering. In boys’ shoes the em- 
phasis was on stitch-and-turn pat- 
terns, white and dirty buck and 
continued interest in all types of 
novelty closures. 

Regarding men’s shoes, Frank C. 
Rooney, chairman of the men’s style 
committee, declared at the industry 
breakfast meeting, “The square toe 
at present is unpredictable, but it 
is new.” 

He expected per capita men’s 
shoe figures to be lower this year 
and told the meeting the only thing 
that could reverse the trend was 
u successful campaign to “make all 
accepted styles look obsolete.” 
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So soft...so flexible...so comfortable 


‘Armstrong 
Piste CCR IK 


The cushioned jnsole materia/ 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork”— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It's a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light, how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7712 Delaware Avenue, Lancaster, Pennsylvania. 








NOW. . Waterproof leather boots 
ossible because of sealed construction 


and 


SYLFLEX 
leather 


SyYLFLEX’- processed leather keeps out 
water yet lets in air, keeps feet comfort- 
able and dry. And SYLFLEX contributes 
other important advantages. Prevents 


surface moisture from washing out the 
oils that keep the life in leather. Hence, 


leather with SYLFLEX stays soft and flexi- 


ble,won’t stiffen ,crack, shrink or discolor. 


Sylflex protection plus sealed seam construction—a watertight combination! 


Standout example: the waterproof boot 
produced by Endicott Johnson has 
uppers of SyLFLEx- processed leather, 
soles of crepe rubber, sealed seams to 
make it completely waterproof. Already 
it’s a terrific seller at $23, proving 
there’s a big market for this new kind 
of waterproof boot. 
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If you make or sell men’s sports shoes, 
work shoes, hunting boots or storm 
boots, SYLFLEX and sealed seam construc- 
tion can add important profits to your 
line. Look into it today. Dow Corning 
Corporation, Midland, Michigan. 
Canada: Dow Corning Silicones Ltd., 
Toronto. 


See these licensed tanners 
for SYLFLEX- processed 
leather tested and certified 
to meet Dow Corning 
performance standards 


Armour Leather Company 
Eagle-Ottawa Leather Company 
A. C. Lawrence Company 
Northwestern Leather Company 


pow c 


*T. M. Dow Corning 
Corporation 
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High chair to high school—a complete 
line of children’s shoes styled ahead of 
their class and backed by an in-stock 
service you can count on...Milwaukee 
quality and fit, of course. $4.95 to 
$6.95. Some higher. 
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children’s shoes?” 





The above Rialto model of Bates Shoes shows its Italian influence with its distinctive thin pointed toe. 
It’s crafted in smooth polished Fina by Lawrence. 


Lawrence Fina is so flexible and so smooth Lawrence Fina is tanned first for its smooth, 
that it looks and feels like higher priced leathers. polished texture . . . tanned second for long wear. 
Light in weight, Lawrence Fina permits fine de- Make it your business to feature Lawrence Fina 
tailing that is characteristic of expertly crafted and you'll make more business. A. C. Lawrence 
shoes. Ideal for today’s slimmer men’s shoe fash- Leather Co., a division of Swift & Company 
ions as the distinctive Bates Shoe illustrates. (Inc.), Peabody, Mass. 


rOnCc?_ Fuad, ... the better part of better shoes 
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Editorial Outlook 





OU’VE heard this remark far too often, we think. 

It’s a standard line of many shoe men: “No son 

of mine will ever follow my footsteps in this rat 
race.” 

It is bad enough when it comes from an unsuccessful 
“sad sack” shoe man. But it comes with particularly bad 
grace from successful men who have made their marks 
in the industry and who are earning substantial incomes 
from it. Incomes, incidentally, which would be hard to 
come by in many other businesses. 

Perhaps it is only human nature for a man to look 
back over the years of hard work which he has put into 
a business and reason that there must be some easier and 
more pleasant way to earn a livelihood. At such times 
of reflection, the trying incidents stay in sharp focus 
while the pleasanter episodes have a tendency to fade 
into the shadows. 

At no level of the shoe business will any one find the 
going easy. Competition is tough and doubtless it will 
get tougher in the years ahead. Hours are long. The 
work is hard. No part of shoe business ever lacks for 
its share of problems. 

Quite naturally, the shoe manufacturer’s son, who has 
just won a degree in business administration, finds the 
operating ratios of the family business anything but im- 
pressive. All too often he looks to greener pastures. But 
every year other young men of talent, vision and educa- 
tion come into the shoe business and bring new life and 
vigor to tired enterprises. 

The teen-age son or daughter of a small-town retailer 
eyes pityingly the father or mother who must put in long 
hours and hard work at the store. In return, very often 
they receive only the barest living. To such sons and 
daughters, the job at the mill, with its overtime, absence 
of responsibility, Saturdays and paid holidays and vaca- 
tions, must look mighty attractive. But these are not the 
chronic complainers who express dissatisfaction with 
their vocations. 


The lack of respect for the industry which provides 
them a living is not peculiar to shoemen. It is to be 
found, in greater or lesser degree, in most lines of en- 
deavor. Notable exceptions are physicians and lawyers. 
Perhaps, this is because these fields are considered gen- 
tlemen’s professions. Certainly, most businessmen hope 
that one of their children, at least, will become a doctor 
or a lawyer. Doctors and lawyers, on the other hand, 
encourage their children to follow them. 
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Futures in Shoes 





The revolutionary changes that have come to the shoe 
industry in recent years have opened up new frontiers 
of opportunity for the qualified and the ambitious. These 
changes have not been confined to any one part of the 
industry; they are apparent in the manufacturing, the 
merchandising, distributing and the retailing of shoes. 

These changes have been sparked, in part, by new 
thinking brought to the industry by sons and daughters 
of men who were reared at bench and fitting stool, young 
men and women who have found ample challenge in the 
shoe business and vastly satisfactory areas for utilizing 
their talents. But many of the changes we are seeing 
have resulted from a recent influx of new talent, from 
without the industry, young people fresh from schools of 
design, fashion merchandising and business administra- 
tion. 

With the perspective so often denied to those close to 
a job, they have been able to recognize the opportunities 
which the shoe business affords. Their accomplishments 
are evident everywhere, in new techniques of manufac- 
turing and new methods of distribution and retailing. 
Men and women are making successful careers for them- 
selves in positions which did not exist ten years ago. 
They, and those who will surely follow them in this work, 
will keep the industry young, energetic and competitive. 

Frank Fleming, president of Valentine Shoe Company, 
recently expressed the thought very ably: “/f we want 
our industry to be an ideal one, what better way is there 
to make it so, than by giving our sons and daughters a 
chance to help in its growth and development? 

“Speaking for myself, | hope my son, and even my 
daughters, will select one of the many fields in our great 
industry as their vocation. 

“Naturally, I would never push them into any field, but 
would be proud if they did desire to go into the industry 
that has been good to their father. I also feel they could 
help in contributing to its further development and 
growth by interesting other young people of similar cir- 
cumstances to think seriously about the shoe business. 
I feel strongly on this subject and [| believe there is a 
wonderful opportunity in it for a real public relations 
program.” 

We think Mr. Fleming makes an excellent point. Such 
a public relations program should have for its primary 
target the fostering of more respect by shoemen for their 
industry and encouraging more discretion in their ex- 
pressions of opinion. Both would work for the immedi- 
ate and long-term good of the industry. 













“and they're sewn with nylon... 
the strongest thread used in shoes!” 


WRITE FOR YOUR FREE COPY of ‘“‘How Important Is Thread 
in the Shoes You Sell?’’ E. I. du Pont de Nemours & Co. 
(Inc.), Textile Fibers Department, Wilmington 98, Delaware. 
Du Pont makes the nylon and “‘Dacron’’ fiber used by lead- 
ing thread manufacturers to produce their finest threads. 


If you can show customers why the shoes you sell have 
stronger seams—if you can point out the extra strength, 
extra neatness of nylon thread stitching—you have a 
real selling point. 

The use of nylon thread in many top lines of shoes is 
an indication of shoe manufacturers’ continuous efforts 
to improve quality and styling . . . to give you a product 
that helps you win—and hold—customers. 

Remember, too, that thread of Du Pont ‘‘Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because, in addition to great strength, it gives 
extra resistance to chemicals. 


*“Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


NYLON SEWING THREAD —Gives shoes neater, stronger seams. 
Gives you an added selling feature. 
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THE IMI.Q.£5 NE FOR MEN 


EVERY 


month 


Moc-Abouts helps you sell the big, important and 
profitable men's casual market with a big, 
consistent and powerful national ad- 

vertising program every 4 weeks 


in these leading magazines! 


IN-STOCK 


VOLUME STYLED 


Not once a year, not once a season, not every a VOLUME PRICED 
once in a while — but every month, all year ‘. 
‘round, Moc-Abouts will help you sell the style- 


conscious guys in your town — over 8,500,000 i > 
of em from coast to coast — with this big 
national advertising program! And, that's not bane) 
all, to help you make the most of it — 


Moc-Abouts supplies you with complete tie-in MEN'S AND BOYS' CASUALS $5.95-$8.95 
material — mats and displays to help you tell Bitte 
Hitch your wagon to this big promotional program. write for the complete story to — 
your customers that you’ve got the shoes they 
saw in Esquire, Sports Illustrated, and True! MOC-ABOUTS, 250 CANAL ST., LAWRENCE, MASS. 
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and the best of everything 


throughout the coming year 


EBY SHOE CORPORATION od EPHRATA, PA 


makers of 


ee 
FLEET=A/R 


SHOES FOR CHILDREN 
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No Reeession in °58 





Tax Relief Program 





\itGrercis Newsreel 





by George H. Baker 





The end of the business set-back is in sight. The sag in production and 
marketing probably will end during the next 90 days. Talk of a king- 
size recession in 1958 is simply neither accurate nor reasonable. Here’s 
why: 

® Government spending for defense is to rise by up to $2 billion in 
the months ahead. This means new contracts, stepped-up production 
under existing contracts, increased payrolls, extra purchasing power. 

® Bank and commercial interest rates are softening. This means it 
will be easier and cheaper to hire money for plant expansion, for new 
homes, automobiles, and other consumer goods, 

® Dollars will be more plentiful. Lower interest rates indicate some 
“cheapening” of the money supply. Inflation will tend to come to life 
again, on a limited scale. 

® Rising population. Nationwide, the U. S. will increase by about 
three million persons in 1958. (Percentagewise, a rise of about 1.8 per 
cent.) New homes, more clothing, and added food stocks are needed 
to supply and support the heftier numbers. 

® Wages will rise. Despite talk of unemployment, wages will tend to 
climb in 1958. Union officials are determined to win new wage rises, 
new worker benefits next year. Retail workers stand a good chance of 
being brought under the federal wage-hour law, which will add extra 
millions to payrolls, nationwide. 

© Farm income will tend to nudge forward. U. S. Department of 
Agriculture says “consumer income will stay high . . . not much change 

. and prices paid by farmers will tend to edge higher.” 

It all adds up to a resurgence, a reawakening of the basic forces that 
generate brisk business activity. 


A retailing group, lead by a top footwear executive, is asking Congress 
to write into law next year a tax relief program custom-tailored to the 
needs of smaller merchants. 

Although across-the-board tax reduction is not rated as a likely pros- 
pect for enactment into law in 1958, the chances are better than 50-50 
that the Congress will legislate some modified forms of tax relief that 
involve only minimum losses of revenue. 

The retailing group now preparing the tax recommendations for 
Congress is the Tax Committee of the American Retail Federation. Its 
chairman is David W. Herrmann, of New York, vice president of Melville 
Shoe Corporation. 

In a meeting held in Washington on November 26, Mr. Herrmann’s 
committee agreed to: 

Urge enactment of federal tax relief as spelled out in the Curtis bill 
(H.R. 5735). This bill would grant exemption of 20 per cent of income 
(up to $30,000) annually, provided the funds were reinvested in plant 
or in inventories. The committee believes such a law would vastly stimu- 
late new investment in stores, particularly among smaller firms. This 
tax provisions would apply to both incorporated and unincorporated 
firms. 

Continue opposing all proposals to set up a schedule of federal excise 
taxes, either at the manufacturing or the retailing level. 











Se ineirinceis Newsreel ¢ o« ¢ (continued) 


Tax Cut Hearings 





Ask Congress to define (legally) “retail sale.” Ambiguity surround- 
ing what constitutes legal sales has plagued merchants and tax collectors 
for years. The ARF Tax Committee is suggesting the following defi- 
nition to the Congress: 

“Articles sold in any quantity, whether large or small, if 

the purchaser does not purchase the article for resale either in 

the form or as a physical component part of a product which 

he manufactures, produces, or processes for sale.” 
The U. S. Treasury and the Internal Revenue Service favor a defi- 
nition that would place a tax on articles obtained by trading stamps or 
in lotteries. The definition being proposed by the ARF committee would 
do this. 

Agreed to poll retail members on whether or not to permit pro-rated 
payments of excise taxes on items sold on conditional sales contracts. 
This would permit retailers who sell taxable and nontaxable items to 
pro-rate the amount of the tax due according to the relative dollar value 
of the taxable and non-taxable items in lieu of exact accounting. 

Urge the Congress to repeal the existing three per cent federal tax 
on transportation of freight. The Treasury says this tax yields about 
$300 million annually. 

Reaffirm its present policy of favoring reduction in individual and 
corporation income taxes when it can be done. In view of present con- 
ditions, however, the committee says it “is not in favor” of the pro- 
visions of the Sadlak and Herlong bills now pending in the House of 
Representatives. The committee says it bases this opposition in part on 
its fear that tax reduction as proposed in these bills (they are identical) 
would eventually lead to a broad-base federal excise tax. 

Submit to an ARF referendum the question of supporting the Jenkins 
and Keogh bills (now pending in the House of Representatives) dealing 
with retirement plans for the self-employed. The committee believes the 
bills (they are similar) would benefit most retailers. The committee 
points out that about 85 per cent of all retail establishments are not 
incorporated, and hence the tax status of retirement and pension plans 
is an important problem to all smaller merchants. 


Hearings to set the stage for possible cuts in income, excise, gift and 
estate taxes will open January 7, before the powerful House Ways and 
Means Committee. 

Witnesses wishing to testify will have until the opening date to file 
statements with the committee. The hearings will run for about a month. 

Industry and other groups have been urged by the Committee to 
appoint a single spokesman to consolidate testimony, and to file indi- 
vidual or company statements for the record, 

Rep. Jere Cooper, D., Tenn., chairman of the Committee, has advo- 
cated “tax reform,” but has admitted that actual reductions will depend 
on the government’s budgetary requirements—which right now don’t 
seem likely to give much room for cuts. 

[TURN TO PAGE 72, PLEASE’ 











NEWS. 


Pulling Over Machine 


: United’s new /C Pulling Over Machine — Model B offers 
@ Easier to run ease of operation, complete flexibility of adjustment and op- 
portunity for correction. 
@ Better quality and The overhead positioning of the shoe has been eliminated. The 
higher production machine is operated from a comfortable standing position. The 
new design provides closer timing between pincer-release, wipe, 
@ Reversing mechanism and tack drive to produce tighter pulled shoes. 
permits repositioning You will find your operators producing better work because 
after inspection they are not as tired. You will find it easier to break in new 
operators. 
Contact your United office for delivery schedules and terms. 
- 
United sence 
SHOE MACHINERY CORPORATION 
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And, WHITE, of course 


it couldn't be summer without white, brilliant- 


white, chalk white, white-with-color, white 


alone, white by Allied. 
Kid Calf . Maracain 
Punchy Vodelle Linings 
Polka Bolero - Colt 


Boot and Shoe Recorder 





Sales prove it!... 


SALES RECORD - STYLE AND VOLUME 


SHOES USING FABRIcushon’ foam 
ARE BREAD 'N’ BUTTER Lines! 


Shoe patterns that sell in steadily increasing 
volume ... year after year ... are profit- 
able “bread ’n’ butter” items. They obviously 
have the style, price and comfort factors that 
satisfy consumers. 


This is particularly true of footwear using 
FABRIcushon foam-fabric combinations as 
linings, insoles or bottom fillers. The results 
are consistent ... high volume sales. 


That’s why more and more shoe manufac- 
turers ... and combiners ... are specifying 
FABRIcushon materials for dress shoes, 
casual shoes, slippers, work shoes and hunt- 
ing boots. They know from experience that 
it’s a matter of dollars and sense! 


TOP SELLERS FOR THREE 
INTERNATIONAL SHOE 
BRANCHES FEATURE 
FABRicushon LININGS 


Typical “bread ’n’ butter” case histories are reported by 
International Shoe Co. for a pattern using FABRIcushon 
upper linings. Sold under the names of Trim Tred 
(Roberts, Johnson, Rand), Velvet Step (Peters Shoe 
Co.) and Grace Walker (Friedman-Shelby), this style 
has been the biggest selling pattern for three consecutive 
years. And it is expected to continue indefinitely. 


FABRIcushon lining provides the two important sales 
features of this pattern . . . style and cushioning. It has 
the additional value of being easy to handle and to work 
in production. 


* Trade-Mark of The Kendall Company FABRicushon products are produced under Patents 2,628,654 and 2,649,391. 
Andrews-Alderfer Division 


THE KENDA LEL COMPANY 1031 HOME AVENUE ¢ AKRON 10, OHIO 


Representatives: BOSTON: Continental Textile Corp. NEW YORK: Eastern Foam Fabric Co. DEL RAY BEACH, FLA.: Hugh Crull, CINCINNATI: M. Hale Co. 
NASHVILLE: Robert Porter, ST. LOUIS: Gerald D. Scott Sales Co. LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 
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“| SEE YOU ARE A 
HEYDAYS’ FAN TOO. 
IS IT BECAUSE THEY 
FEEL SO MUCH BETTER?” 














“FIT. .WEAR..STYLING! 
| LIKE EVERYTHING 
ABOUT THEM!” 








The superiority of 
Heydays is no secret. 


The superior 
Consumer Acceptance 
of Heydays 

is no accident. 





gen Stocked in 
Fresh Ostrich. 
461 heel, multi- brown patches. 


HEYDAYS SHOES INC. + 2032 LOCUST STREET + SAINT LOUIS 3, MISSOURI 
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CHARLES STRAUS of Straus Shoe 
Shop in Milwaukee, Wis., reports that 
they get their best results from their 
He 
paper advertising. of course, is the 
basis of our promotional program; 


direct mailings. says: ‘‘News- 


but we have found that the consistent 
contacts we make via our mailing 
lists, bring us the added volume that 
we need to attain profitable opera- 
tion.” 





According to Mr. Straus, the mail- 
ings have proved very successful in 
increasing store traffic when they are 
used as advance notices of seasonal 
sales. “We don’t offer special induce- 
ments such as price discounts. 
stead, we just inform them, as regular 
customers, that we want them to get 
to the store before the sale starts so 
that they will be sure to get their 
size.” 


In- 


* * * 


“The major problem now and always 
is to study the fashion preferences of 
women and make certain that we 
have them in stock,” says PHILIP P. 
SHERIDAN, manager of the women’s 
department at Gladding’s downtown 
Providence, R. I., department store. 
“Having the most wanted shoe fash- 
ions is the most important aid to sell- 
ing shoes. Women will buy and buy 
freely, if the buyer has made the 
right decisions. 

“The buyer’s next big challenge is to 
impart sufficient knowledge about his 
new shoe purchases to his sales 
people. I do this with sales meetings 
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at least once a week, when I go over 
every new shoe in detail, giving my 
sales people the fashion story of each 
shoe.” 

* * * 
“These times demand new shoes in 
the stores consistently,” says FRANK 
HEEP, women’s shoe buyer for 
Marshall Field and Company, Chi- 
cago. He says: “Having new styles 
in the stores is not enough. They 
must be promoted and advertised. 
Stressing the newness and the variety 
to the public is what brings in the 
customers.” 
Mr. Heep believes it is extremely im- 
portant to mark the return to the very 
open shoe this Spring . . 
to the one little strap to hold it on 
the foot. The pointed toe is now a 
year and a half under way in the 
fashion stores. 
year to go there full blast, probably 
But 
when the pointed toe gets into vol- 
ume, the discriminating fashion cus- 
tomer wants something different. 

* * * 
PAUL MONTGOMERY, merchandise 
manager of Joslin’s six stores in Den- 
ver, Colo., and suburbs says: “Proper 
merchandising and promoting are the 


. even down 


It has about another 


longer in the general market. 


biggest jobs the shoe retailer has 
ahead of him in 1958. If you buy 
good, timely merchandise, and_pres- 
ent it to the public effectively, you 
will sell it.” 


% at te 


VERNON SCOTT, shoe buyer at 
Carson Pirie Scott & Company, Chi- 


cago, Ill., says: “Open shoes are go- 
ing to return to importance again 
and should not be overlooked. Sling 
and stripping sandals will 
dominate in resort shoes and will, no 
doubt, carry through spring. Open 
toe shoes have not slowed down, 


pumps 
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despite the acceptance of the tapered, 
stiletto pumps and dress shoes.” 





“In this frenzied mid-20th Century, 
with rockets and jets and a new moon 
in the sky, there is a compelling need 
for new kinds of clothes for the new 
ways of living,’ says HELEN M. 
LAWSON, fashion coordinator for the 
Davis New- 
market, Ontario. She goes on to point 
out that “if the twenties roared, then 
the fifties are screechingly jet pro- 
pelled and the future beyond demands 
an extension of all that is happening 
now. back into the 
fashion orbit to do for the women of 


Leather Company of 


Chanel came 
today what she accomplished for their 
grandmothers thirty years ago. Chanel 
is not alone .. . all creators of fashion 
live and breathe and are aware of the 
world around us. It is ten years since 
we had a different look and it came 
as an emotional fulfillment after the 
seven barren years of our last war. 
“Spring 1958 has a whole new 
shape, it has a greater color variety 
with new values of color and it is a 
fashion season attuned to the times in 
which we live. 
“Shoes started looking new and dif- 
ferent before the clothing silhouette. 
It is natural that they would. Man 
did not advance into civilization in a 
car or plane or rocket . . . he walked! 
First it was heels, now it is toes and 
next it will be? . . . In creating leath- 
ers to go into shoes for this coming 
season, tanners had a great responsi- 
bility. Each color and kind of leather 
had to serve two masters, the old and 
the new. In our own spring 1958 line 
there are, for example, three leather 
shades that were non-existent a year 


ago... out of fifty colors and several 
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kinds of leather. Each color is for- 
ward-looking yet it must be staunchly 
loyal to the existing favorites.” 
*- * #8 

BURT BREESE, women’s shoe buyer 
for Sterling Lindner Davis Depart- 
ment Store in Cleveland, Ohio, em- 
phasizes the need for greater under- 
standing of style trends by the sales 
staff as well as the consumer. He 
says: “We must educate the consum- 
ers to the complete transition in shoe 
design and styling. And we must do 
a job on our sales people too.” 


* * * 


AUSTIN MURRAY, buyer for the 
men’s shoe department of DePinna’s, 
says: “The biggest challenge facing 
the shoe retailer today is to get the 
consumer to consider buying his shoes 
as one of the first items of his apparel, 
rather than as the last. So often, shoes 
are bought as an afterthought. A con- 
certed effort by the shoe industry, per- 
haps tied in with the men’s apparel 
industry, putting the emphasis on the 
complete outfit rather than just a 
single suit or hat or other item, would 
be successful. 

“The extra sale is the one that adds to 
a store’s volume and makes for a 
ae department; and a well-trained 


pore 


> Ars 


personnel can increase the volume by 


el 





getting more sales per customer. There- 
fore, sales training is important in 
anybody’s store . . . shoe department 
or any other department . . . for the 
obvious reason that the properly 
trained sales personnel can sell and 
fit the merchandise to the best advan- 
tage.” 
* * * 

“What the men’s shoe industry needs 
is a change . . . a dynamic, stimulat- 
ing change... in the product, styling, 
construction, merchandising, presen- 
tation, advertising and promotion.” 
That’s the opinion of CHARLES R. 
ARMEY, president of The John Foote 
Shoe Company of Brockton, Mass. 
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Profile.... 


by ESTELLE G. ANDERSON 








ERE’S a switch (pardon the pun)—from electrical engineering to 
shoes. Tucked away in a little 35 by 44 foot store at 200 West 5lst 
Street, New York City, you will find Robert Lee, owner of the 
Foot Lite Shoe Shop. Here, in the heart of the theatrical district (in the 
very building adjoining the shop there are almost one hundred and fifty 
theatrical booking agents), FOOT LITE has a double connotation . . . 
“footlights” and lightweight. Most of Bob Lee’s customers are singers. 
dancers and actors, and it is a well-known fact that these people are exceed- 
ingly aware of the importance of the fit, comfort and good looks of their 
shoes. Often, they will detail specifications to suit their own needs, prefer- 
ences and whims; and they are perfectly willing to wait several weeks to 
get their shoes. There is always a good-sized stack of cartons behind the 
cash register, ready and addressed . . . prepaid orders waiting for notifica- 
tion as to whether they will be picked up or are to be delivered or shipped 
. . depending on the whereabouts of the customer. Tony Bennett, Milton 
Berle, Eddie Fisher, Sammy Davis, Jr., the Four Lads and scores of other 
theatrical people are regular customers. Bob Lee has even come close to 
seeing “My Fair Lady”—as close, that is, as Rex Harrison’s dressing room 
at the theatre. He went there to make certain that the shoes Mr. Harrison 
had ordered were correctly fitted. 

Bob Lee’s life story reads like a movie scenario. It has all the elements 
of excitement, adventure and intrigue. He was born in Canton (the southern 
part of China) in 1910, and got his early education there. He came to the 
United States in 1927. Attended the University of Michigan at Ann Arbor 
and graduated in 1934, with a Master’s degree in Electrical Engineering. 

In 1935, he went back to China and shoes. They don’t usually go to- 
gether but in his case, it was a “natural.” He is the third generation of 
Lee connected with shoes. His grandfather and his father owned the Pekin 
Shoe Company—the largest shoe chain in China—with three stores in 
Shanghai and ten others in Hong Kong, Canton, Nanking and Hang Yang. 
They also had two factories where they produced exclusive men’s shoes— 
all handmade except for the machine-sewed seams in the uppers. 

There was a two and a half year detour at this juncture, from the end 
of 1935 through 1937, when he worked for the Nationalist Government. 

[TURN TO PAGE 74, PLEASE] 


Boot and Shoe Recorder 















December 15, 1957 


Your Income Tax / Q) 


Test your knowledge of the Federal income tax law with this quiz prepared by the 


1. During the past year you spent approximately 

$1,000 for built-in bookcases and _ wall-to-wall 

carpeting for your office. Since your lease has 

only four years to run, you may... 

(a) Deduct the $1,000 on your 1957 tax return 

(b) Amortize the cost over the next four years 

(c) Depreciate it over the life of the furnishings 

. When you were transferred to another city, your 

company gave you a sum of money toward the 

cost of moving you and your family. For tax 

purposes you should consider this money as. . . 

(a) A gift that is not taxable 

(b) Income that is subject to tax with a deduction 
for only your personal moving expenses 

(c) Income that is subject to tax with a deduction 
for the cost of moving your entire family 

. You have invested in several blue-chip stocks. The 

dividends received from this investment are exempt 

up to... 

(a) $50 whether you or your wife owns the stock 

(b) $100 if the stock is held jointly by you and 
your wife 

(c) $100 regardless of who owns the stock, pro- 
viding you file a joint return with your wife 

. You are not permitted to deduct as contributions 

your donations to which of the following organiza- 

tions... 

(a) Charitable societies 

(b) Educational institutions 

(c) Political parties 

. Your daughter, who was hospitalized for several 

weeks in the earlier part of 1957, was married 

in November. If she files a joint return with her 

husband, you may... 

(a) Not claim her as a dependent but you may 
deduct her medical expenses 

(b) Claim her as a dependent and deduct her 
medical expenses 

(c) Not claim her as a dependent and you may 
not deduct her medical expenses 

. You filled very few inside straights during the past 

few months and lost approximately $300 to the 





Revenue Service. You will find the correct answers on page 64. 





9. 


10. 


11. 









American Institute of Certified Public Accountants in cooperation with the Internal 





members of your Thursday night poker club. You 

should .. . 

(a) Deduct the loss in computing adjusted gross 
income 

(b) Subtract the loss from adjusted gross income 

(c) Give up poker and start watching television 
on Thursday nights 


. Last October your car skidded on a wet road and 


grazed a telephone pole. The damage was not 

covered by insurance and it cost you $100 to have 

the car repaired. To claim a casualty deduction . . . 

(a) You must have the damage repaired within 
30 days of the accident 

(b) You may simply deduct the amount of the 
repair bill 

(c) You must prove that you were using the car 
in your work at the time of the accident 


. Which of the following may you not consider as 
«a deductible business expense . 


(a) A subscription to Boot AND SHOE RECORDER 

(b) Commutation fees 

(c) The costs of attending the National Shoe Fair 
in Chicago. 

While playing hide-and-seek in your backyard, the 

neighbor’s children trampled and killed several 

of your more expensive bushes. The cost of re- 

placing this shrubbery . . . 

(a) May be deducted if it does not exceed the 
original cost of the bushes 

(b) May be deducted only if the parents of the 
children refuse to pay damages 

(c) May not be deducted under any circumstances 

Your 16-year old son works during the summer 

for you in your unincorporated business, and you 

pay him a weekly salary. Since he is a full-time 

employe, he is... 

(a) Required to pay social security 

(b) Not subject to social security 

(c) Permitted to decide whether he does or does 
not want social security coverage 

Last year you gave your church a small piece of 


[TURN TO PAGE 62, PLEASE] 
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Ideal town travel shoe, moccasin tie 
on comfortable walking heel and 


ribbed crepe sole. Hill and Dale. by ELEANOR M. RUTTY 


very Month 
Can Be 7ravel Month 


i, 


RAVEL for pleasure or business has become a 
booming industry. These facts and figures from 


the American Express Travel Survey and Fore- 
cast show what has been happening. The cruise busi- 
ness, for example, has risen to an estimated fifty-five 
million dollars annually; this figure representing fares 
only and not including additional millions of dollars 
spent on shore excursions. For the fall and winter 


Tapered toe all faghite medium cruise season of 1957-58, 83 special cruise sailings 
heel T-strap with draped vamp, 


; have been scheduled to leave from the East Coast and 
open quarter. Enna Jettick. 


. ; Striking print fabric of im- 
‘\ \ ported pique in tapered toe T- 
strap with open shanks and 


back. 1. My 








All-rafia sand boot, three Tapered toe pump of fine 
buttons, print lining, extra veiling mesh with peau 
light, and soft. Domani. de soie bow, 18/8 heel. 
Town & Country Shoes. 
































Tricolor pump in patriotic red, white 
and blue for a smart, bright touch 
in a travel wardrobe. Di Parigi. 


And There Are the Right Shoes for Every Climate, Place and Costume. 


10 from the West Coast. Six world cruise sailings will travel-minded part of the population. The president 
depart from New York this season. Areas where there of Scandinavian Airlines System, Tore H. Nilert, is 
is good fishing and hunting are the most popular quoted as saying, “We expect women traveling to 
vacation spots in this country and Canada. This year Europe to outnumber men by 1960. Everything is 
81 million vacationers will spend more than seventeen being done to make air travel more comfortable and 
billion dollars seeing their own country according to home-like to women.” 

the American Express Company’s prediction in its So—all you retailers of women’s shoes, here is your 
Survery and Forecast for May. In their latest Survey chance to have not one, not two, but many more 
and Forecast, for November, jet travel for early 1959 promotions of vacation travel shoes during the course 
travelers is discussed. Advance bookings for the Jet [TURN TO PAGE 70, PLEASE] 
Clippers show 50 per cent to be women. Women are 
being given more and more consideration as the more 


Cycle tie with three functional 
eyelets in perforated leather, 
Checkerboard strawcloth for ribbed crepe sole. Moxees. 


two-eyelet tie on 8/8 cork 
wedge heel. Joyce. 
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1937: 


A Noteworthy Year... 


Output set a new record, despite hesitancy and misgiving in trade think- 


ing. Speculative forces were conspicuously absent. 


Volume barely ex- 


ceeded population growth and shoes again failed to gain a larger share of 


the consumer dollar. Tapered toes dramatically demonstrated the power 


of concentrated promotion. 


HE quizzical reader may be 

tempted to question the aptness 

of the theme from which this 
annual survey begins. At the end of 
1957 the industrial and trade outlook 
appears somewhat cloudy. And, as if 
domestic issues were not enough, man- 
made satellites cast their doubtful light 
on international relations. In a real 
sense, however, the business atmosphere 
at the close of 1957 can only be de- 
scribed as temporarily low in visibility. 
The true perspective of the future is 
clear and unimpaired. 


Background Facts 


In reviewing the past year and ap- 
praising the future, it is useful to dis- 
tinguish the background shoe facts of 


MILLION PAIRS 
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1957. Probably the outstanding fact of 
the year has been the remarkable stabil- 
ity of shoe production and consumption. 
Soundings of trade sentiment taken at 
various times of the year would never 
have matched the realities of shoe busi- 
ness. Here was a year in which output 
set a new record in spite of the hesita- 
tion and misgivings reflected in trade 
thinking. 

The specific reasons which make 1957 
a noteworthy year for the shoe industry 
are all too familiar. At no time during 
the year was there any abnormal incen- 
tive to anticipate the future. Speculative 
forces, which time and again in the past 
have charged the boilers of output, were 
conspicuously absent. Any inducement 
to buy beyond minimum normal needs 
was never present. On the contrary trade 
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activity from shoe retailers back mir- 
rored a consistent degree of caution, an 
unwillingness to test the limb more than 
the shortest distance needed each new 
season. Yet in spite of this prevailing 
climate of sober and careful judgment 
production steadily inched its way for- 
ward to a new record. 

On many occasions in the past the 
kind of careful hesitation which marked 
1957 would certainly have been accom- 
panied by a declining trend of produc- 
tion. The lack of such trend and the 
actual gain in output mirror a highly 
significant condition—the lack of ex- 
cesses in the shoe business. To put it 
bluntly, the shoe industry has been sail- 
ing close-hauled for at least two years. 
In contrast with the boom that has stim- 
ulated so many other industries, and 
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1958: 





Year of Opportunity 


Its projected 174 million population, consuming at current rate, will 
require 605 million pairs. Unprecedented changes in demand are expected, 


as children graduate into the “Young Adult Market,” 


and young adults 


become men and women. The stability which has prevailed in the past 


perhaps brought excesses in its wake, 
the shoe industry has stayed exceedingly 
near to a minimum normalcy. Output, 
consumption and stocks have not moved 
off base. 

The economic background in general 
may account for the hesitation and signs 
of caution apparent in the shoe indus- 
try. Although national income and out- 
put rose to a peak by the spring of 1957, 
there were indications during the sum- 
mer that the boom had lost some im- 
petus. Fiscal controls by the govern- 
ment created more than a touch of finan- 
cial difficulty. Rising interests gave 
pause to expansion plans. The final 
months of the year confirmed earlier 
portents with general acknowledgment 
of a readjustment under way in the capi- 
tal goods sector. 

In shoes, as in other soft goods indus- 
tries, modern economic realities are ob- 
scured by traditional symbols. The curve 
of steel production, for example, seems to 
outweigh the facts of purchasing power 
and the obligations of government. If 
there had been any doubts on the latter 
score they were dispelled by the speed 
with which Federal Reserve re-discount 
rates were cut at the first sign of eco- 
nomic pause. 

So-called adjustments or recessions in 
the postwar era have demonstrated that 
purchasing power for soft goods is not 
proportionately affected by the dips in 
durables or capital goods. Consumer 
income rests on a wider base than ever 
before, with props and supports a per- 
manent part of the economic scene. Gov- 
ernment action to prevent descents to 
stagnation is no longer hypothetical. It 
must be expected regardless of the final 
consequences on some distant balance 
sheet. By the end of 1957, the signifi- 
cant question was not whether Govern- 
ment would act, but when and how 
much? In the era of the consumption 
state, the power to consume will be 
maintained. 

The realistic conclusion to be drawn 
on the economic background for the shoe 


provides the potential for dramatic change. 








industry is obvious: Expansion of the 
national income, stimulation of output, 
maintenance of purchasing power are 
certain to be emphasized again in 1958 
as the objectives of national policy. 
Against that long-term prospect shoe 
producers and retailers must ask again 
and again—Are shoes getting their share 
of the consumer income? 

Any prophet who would have pre- 
dicted, ten or twenty years ago, the great 
rise witnessed in disposable income and 
living standards would have been greeted 
with complete incredulity. And, if the 
prophecy were accepted, it would have 
been inconceivable that shoes could not 
benefit positively. The facts leave no 








room for doubt. Income has tripled, liv- 
ing standards are the highest on record, 
the American market has been revolu- 
tionized—but shoe volume has _ barely 
exceeded population growth. The dis 
crepancy comparison of 
shoe dollar volume and national income 
is all too familiar—a shrinking percent- 
age. No change occurred in that respect 
in 1957. 

Sermons and exhortations are pointless 
in analyzing the past or future of shoes. 
In a thoroughly competitive industry such 
as shoes the dominating motive is and 
must be self-interest and profit. It may 
be, however, that in the shoe industry new 

[TURN TO FOLLOWING PAGE, PLEASE | 
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and genuine possibilities for greater 
profit have been overlooked. Precedent, SSX 
tradition and the groove of accustomed I i ! J 
routine can cut down vision. A fresh 
look at the basic market will therefor 
be worthwhile. 
Everyone nowadays has seen or knows 
the magic figure of 170 million, present : 
population of the U. S. It is neither MEN’S 
generally known nor appreciated that 
changes in composition of population 
are just as important as the change in 1957 KW WN WY 
gross numbers. A vast change in com- 4 = : 2 
position is now taking place in the U. S. 
That change will give the U. S. shoe Within the next year the first swell of and young adult market, unprecedented 
market an unprecedented impetus. the wave will hit the young adult mar- 
Consider the chart on birth rates ket and within the next three years the 
and population. That chart blueprints a number of adults will begin to increase 
population development of the most as sharply as babies did in the 1940's. 
extraordinary proportions. This is the During the past ten years growth in i : 2 
story it tells: By 1940 a wave of popu- physical shoe volume has been geared demand remains static, the sharp addi- 
lation increase began. The progressive to population. That will continue to be tion to the number of consumers over 
results were and will be more babies, the case with a remarkable difference. eighteen will be a powerful consumption 
children, teen-agers and then adults. As the population wave hits the teen-age influence. 
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changes in demand can be expected. 
More men’s and women’s shoes will be 
needed, without any loss in the chil- 
dren’s market. Even though per capita 
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In 1958 the projected population of 
the U. S. will be 174 million. At cur- 
rent rates of shoe consumption that 
would mean normal output of 605 mil- 
lion pairs. However, the increase in 
those age groups which have been con- 
stant for almost a full generation will 
bring changes in the pattern of shoe 
output and sales. As much and probably 
more than any other industry, shoes are 
confronted with a tremendous market 
opportunity as the ranks of adult con- 
sumers absorb the population wave. 


The 57 Statistics 


While a new production record was 
set in 1957, the details are not altogether 
inspiring. Most of the gain took place 
in women’s shoes. Men’s production 
showed a disheartening relapse from the 
moderately encouraging trend of the pre- 
vious three years. The only other sig- 
nificant gain was in boys’ and youths’ 
footwear. It is interesting to note the 
stability in the composite output of all 
juvenile shoes during the past three 
years. Growth in these categories has 
not fulfilled the promise of prior years 
or of population expansion. 

Per capita comparisons are by no 
means uniformly encouraging. The ratio 
for men’s shoes in particular continued 
to be a paradoxical commentary on the 
buying habits of the male. Output of 
only 1.73 pairs per capita for the male 
population underscores comment all too 
familiar in the shoe business. The aver- 
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age man in 1957 acquired fewer shoes 
than his counterpart twenty years ago. 
Whatever forces have been brought to 
bear to develop new appeals and incen- 
tives in men’s shoes, have thus far failed 
to achieve significant results. In women’s 
shoes, on the contrary, a small increase 
in the per capita ratio did occur in 1957. 

Changes in juvenile per capita ratios 
should be considered in the aggregate 
by virtue of the shift occurring in age 
groups. An increase in the boys’ and 
youths’ group tended to offset the decline 
in misses’ and children’s shoes. The en- 
tire category,« however, reflects absence 
of expected growth in spite of a favor- 
able level of disposable income. 

The shoe industry came within a frac- 
tion of one per cent of the 600 million 
pair volume which seemed such a distant 
goal a few years ago. By per capita 
measures, however, ground was lost in 
1957; the average ratio for all consum- 
ers fell back from the 1956 level to 3.48 
pairs in 1957. 


Values and Prices 


If the statistics of physical volume 
failed to mesh with the potentials of in- 
come, is it possible that dollar volume 
did? Perhaps the shoe industry tried to 
spearhead demand for better merchan- 
dise, demand for the superior values 
attracting millions of Americans. Here 
again the facts are disillusioning. The 
average factory value of all shoes pro- 
duced in 1957 was $3.61 per pair. In 
1956 the comparable average was $3.62, 
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and ten years ago $3.72 per pair. Trad- 
ing up was not, to put it moderately, 
an outstanding feature of shoe industry 
operations in 1957. 

During the past year the costs of pro- 
ducing and distributing shoes moved ap- 
preciably higher. No business enterprise 
could be exempt from a trend which 
characterized the entire economy. Shoe 
prices, which represented inordinately 
great value to the consumer at the be- 
ginning of the year, provided even 
greater value by the close of the year. 
Instead of closing the gap of lagging 
dollar volume, the shoe industry saw a 
still wider difference between potential 
and actual dollar sales. The conse- 
quences for operating margins, for dy- 
namic growth, were both familiar and 
obvious. 

Spokesmen for producers and retail- 
ers, and for labor, have deplored the 
tendency of the industry to hobble itself 
at the peak of national prosperity. Ex- 
hortations to trade up have, unfortunately, 
found little reflection in shoe pricing and 
merchandising. In theory, the new shape 
of the American market has been ac- 
knowledged; in practice, very little ef- 
fort has been made to capture any part 
of the huge increase in disposable in- 
come which has sparked the rise in 
average living standards. 


Merchandising Highlights 


In searching for answers to the riddle 
of why the shoe industry has not bene- 
[TURN TO PAGES 60, 61, 65 AND 66] 
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Changing Concepts in Shoe Merchandising 





Growing or Declining Trend? ... 


Self-service has been changing the face of retailing but the growth 
of this type of operation has been less spectacular in shoes. 


N the past ten years, self-service has revolutionized 

many branches of retailing. But it has come very 

slowly to shoe selling. The impact of self-selection 
has been felt most strongly in the grocery field where it 
has built a colossus of 21,460 supermarkets and giant 
grocery stores. These stores all have sales of $300,000 
or more and in the aggregate do an annual volume of 
$19 billion. This figure comprises more than 55.2 per 
cent of all grocery sales. Self-service has completely 
altered the face of retailing in the drug, appliance and 
hardware fields. It has had a great impact on depart- 
ment stores too. 

Of all forms of retailing, shoe selling, probably, has 
been the most significant hold-out. This show of strength 
which shoe retailing has made against the rising tide of 
self-service has confounded merchandising authorities 
who advocate it. In the face of this resistance authorities 
maintain that, one day, all out self-selection, or some 
modification of it, will be accepted practice in shoe stores. 
They hold that shoe retailers have made a fetish of ser- 
vice selling and accurate fitting. They maintain that in 
the race for mass distribution of shoes something will 
have to give. The accusing finger of inefficiency is pointed 
at our present methods and we are warned that, in the 
near future, self-service will make great inroads into 
shoe retailing. 


The Service Viewpoint 


Proponents of service in shoe selling and accurate 
fitting maintain that self-selection and complete over-the- 
counter, out-of-the-bin selling will never take the place of 
thorough, conscientious fitting. They point to the fact 
that self-service has yet to threaten shoe retailing seri- 
ously. They feel that self-service is in fact strictly mar- 
ginal, that it belongs only in the highly competitive low- 
price brackets. That thus far it has been effectively 
confined to them. They believe that the most effective 
deterrent to any broad scale self-service selling lies in the 
very nature of the human foot itself and in the skills and 
knowledge which a trained shoe fitter must have and in 
his ability to use them to bring comfort and satisfaction 
to his customers. 

Self-service operations are increasing in number. But 
there is little indication that they are growing faster than 


Hill Brothers self service stores have nine outlets in St. 
Louis and one in Peoria. They do a large volume on the 
basis of price. 
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the development of shoe retailing as a whole. There are 
three distinct areas of self-service in shoe retailing. 

One: The exclusively self-service operation, in which 
the customer selects shoes from bins or tables. In these 
operations, generally the customer fits himself. Some- 
times advice or help is offered or a final check is made 
by a limited staff of clerks on the floor. Shoes are then 
taken to a check-out point. They are paid for and are 
wrapped in a bag or other simple wrapping. Stores of 
this type are usually located in low rent areas, but in 
locations which have been carefully selected for traffic. 
Very often they are in ground floors of factory buildings 
or in one story tax payers, garages or farmers’ markets. 

In them bins and benches are made of the commonest 
wood. There is a studied effort to create a down-to-earth 
atmosphere. The general impression is given that here is 
value and unlimited stocks of low-priced shoes. Inex- 
pensive, often crudely lettered signs, stress the size of 
the stocks, low prices and the tremendous saving which 
can be made. 

Two: The combination service and self-service opera- 
tion with a department in which shoes are sold and 
fitted in the orthodox way. In these stores several bar- 
gain counters are strategically located from which dress, 
casual and work shoes are self-selected. In this type of 
operation fit is usually supervised, nearly always by quali- 
fied sales people from other parts of the store. Basic 
appeal of the self-service departments again is value and 
price. Sometimes self-service departments are maintained 
in locations completely separated from the store. In 
these departments, only a limited number of standard 
price items are featured and the selection of styles is 
often limited. If a customer is not satisfied with the 
selection offered he moves on to the service side of the 
store. Displays are attractive and merchandise is tagged 
with full price and selling information. The appeal again 
is convenience and impulse. Everything is done to make 
it easy for the passing customer to buy an item, to have 
the sale completed quickly and the shoe wrapped with a 
minimum fuss and waste of time. 

Three: Self-service selling of footwear from a display 
stand in grocery supermarkets. This operation is still in 
the embryo stage but is reported to be making some 
progress in the middle west. Merchandise sold is con- 
fined chiefly to canvas and rubber footwear, slippers and 
hosiery. Its advent was met by strong protests from local 


[TURN TO PAGE 69, PLEASE] 
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“Fleuron,” pink kid evening sandal, trimmed 
with bead pendant. By Laure. 





“Rosalinde,” very open ivory satin evening shoe, 
trimmed with ermine tails. By Laure. 


“Armenonville,” very elegant walking shoe in 
honey color crocodile, large gilt buckle, saddle 
stitching around sole. By Capobianco. 

















Paris Finds 


by LYSIA HARIVEL 


Paris Correspondent 


N presenting foreign styles in this maga- 
zine, we give our readers an opportunity 
to find, sometimes confirmation of their 

own style thinking and sometimes fresh in- 
spiration in a different fashion source. The 
styles we show may or may not be suitable 
for literal translation into our own shoe lines, 
but they often stimulate a new train of thought. 

Looking at a group of foreign shoes—maybe 
French, maybe Italian or maybe from some 
other foreign country—you are almost certain 
to find something different. It may be an em- 
phasis on a different type—like smart cold 
weather boots for town street wear; or a sil- 
houette, a last or a heel, a color, a material or 
a treatment. It may be a radical basic change 
or it may be a tiny detail. Either one, or many 
others, can suggest a new line of thought for 
new styling and promotion. 

You might not, for example, want to run a 
little satellite around the heel of an evening 
pump as one French designer has done. But 
you might make a little Sputnik—round with 
spikes — for a throat ornament. Or, you 
might choose something much newsier. The 
French, always interested in topics of current 
importance, are particularly alert to such 
ideas. They are also keenly aware of the im- 
portance of the past and what it has to offer in 
fashion inspiration as proved by this report. 

Another most important viewpoint that the 
French shoe designers can give us is the rela- 
tion between clothes and shoes. Many of the 
designers of what we would call high style 
shoes work closely with the high style dress 
houses—the Haute Coutre—when the latter 
are preparing their new collections. And 
shoes are designed and made for the models 
to wear with the new clothes when collections 
are presented. 


















Inspiration 
im 


Bygone Ages 


HIS year the style creators of French 

shoes have been inspired by fashions 

which had been the glory of past cen- 
turies and, above all, by the seventeenth and 
eighteenth. Some styles even show a mediae- 
val influence. Thus it is that shapes lengthen 
and are finely tapered while keeping a cer- 
tain feeling of roundness at the tip. This 
outline is evident in the “Duc de Guise,” 
shown here, and in others, not illustrated, 
which include a liberal use of Louis XV 
heels. These range in height from 18/8 to 
26/8. Satin bows are gathered into large 
buckles and there are other uses of bows and 
asymmetric draped ornaments. Other styles 
are free from these historical models and 
show new and imaginative styling, even to 
such topical ideas as Laure’s evening pump 
with a little satellite encircling the heel. 

For evening, however, the influence of past 
centuries is again seen. The ancient buskin 
has been revived but made of gold platinum 
or silver kidskin velvet or crepe de chine 
often studded with colored gems. Another 
striking style is in cardinal red satin with 
rhinestone-trimmed heel three inches high and 
needle thin. Shown here is master designer 
Laure’s ivory satin model with ermine tail 
trim. 

Favorite colors this year are red cherub 
pink and a grayed green, in kidskin. Ante- 
lope and crocodile leathers are also being 
used a good deal. The crocodile is very flex- 
ible and is used in both afternoon and sport 
shoes. Short booties, which hug the ankle 
closely, are gaining in popularity. The sides 
are elasticized and, by their close fit, keep the 
feet warm even in sheer stockings. One of 
these boots, by Durer, is shown here. 





























“Ingeburge,” asymmetric pump in_ pistachio 
green suede. By Laure. 











“Duce de Guise,” satin or kidskin pump inspired 
by seventeenth century style. By Durer. 


“Hubert,” low-cut sport boot in waterproof 
grained leather, elasticized, with two big deco- 
rative buttons. By Durer. 
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r the Kids 


CIRCUS theme keynotes the new Pam’s Children’s 
Shoes store in suburban St. Louis. Located in 
oy ¥ the recently opened Crestwood Plaza Shopping 
Center, the store presents a succession of lively circus 

tie-ins to delight youngsters—and mothers, too. 

From the first moment when youngsters catch sight 
of the gay red and white circus wagon which is a 
store window, their interest jumps sharply. The wagon, 
complete with sturdy spoked wheels and axles, displays 


shoe styles, gaily interspersed with stuffed animals. The 
wagon’s second wheel is actually inside the store proper, 
and serves to carry the eye inside to the riot of color 
there. Plans for the window design came from Comars 


in California. 


Left: Back-lighted three-dimensional circus wagon 
displays footwear on peg board at eye level. Wagon 
is vari-colored, with red predominating. Walls and 
sofette are soft blue. 
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Children’s shoe store in St. Louis suburban 
shopping center goes all out with circus 
theme in store decoration. Customers and 


kids are both equally enthusiastic. 


Left: Assymetrical store front draws all eyes toward 
Pam’s Children’s Shoes in the new Crestwood Plaza 
Shopping Center, St. Louis County. Left window is 
gay red and white circus wagon, with second wheel 
extending into the store. Canopy at right suggests 
circus tent. Ceiling spotlights are red and white. 


Right: Red and white clown appears to stand on back 
of blue sofette as he displays a single pair of red 
shoes through three-dimensional tambourine. Live 
clown at right promenaded the shopping center giv- 
ing away balloons during opening weeks. 


The right front store window is shaped to resemble 
a circus canopy, with striped tent effect balancing the 
wagon opposite. Alternately red and white spotlights income families. The shopping center, planned to satisfy 
illuminate the entrance area on the shopping center the shopping demands of residents of this area includes 
promenade. The wide covered walkway extends the en- a Scruggs Vandervoort Barney department store branch. 
tire length of the stores section. Major tenants also include Sears, Roebuck and Company: 
Inside Pam’s, the circus theme carries through to all Kroger; and F. W. Woolworth, in addition to Baker’s, 
appointments and displays. Two backlighted wagons, Thom McAn, and many specialty stores. 
handcrafted by Artland Studios, display pairs on peg- Pam’s is open three nights each week, Monday, Thurs- 
boards over blue sofettes. Fitting chairs line the opposite day and Friday. Just as it does in its Clayton store, 
wall, with a simulated cage above them housing large Pam’s offers delivery service and encourages charge ac- 
colorful stuffed animals. A sign in which children of all [TURN TO PAGE 75, PLEASE] 
ages delight reads DO NOT FEED THE ANIMALS. 
The wrapping desk, hosiery and polish departments 
are on the right side of the entrance door. Next is Pam’s 
Milk Bar, an institution in the original Pam’s store in 
suburban Clayton, Mo. From the Milk Bar children 
and their parents are served coke, orange drink, or choc- 
olate milk. 
Carpeting throughout the new store is gray, with har- 
monizing tile at the heavy traffic area near the door. 
Diffused fluorescent lighting runs the length of the store, 
leading the eye of the visitor to the giant clown motif 
decorating the back wall. The clown, red and white 
against a blue wall, holds a tambourine-type ring with 
paper ripped back to reveal one tiny pair of red strap 
pumps. The three-dimensional effect of the tambourine 
adds special emphasis to the shoe displayed there. 
Donald L. Quinn is co-owner of the new Crestwood 
Pam’s, along with Ernest Marx. Mr. Quinn has been 
with Pam’s Children’s Shoes, in their Clayton store, for 
over 10 years. He lives with his wife and family in 
Crestwood, southwest St. Louis County, a new residential 
area comprised of thousands of new modern three and 
four bedroom homes designed for both middle and upper 





Milk Bar at right dispenses cold drinks to tots and 
their parents. Cage effect over stock shelves houses 
large stuffed animals complete with sign, DO NOT 
FEED THE ANIMALS. 










Women’s rainboot in black nylon with 
tartan plaid cuff and lining. 


Women’s lightweight nylon or 


SHOE COMPANY, INC. oh Ga a 
Belcamp, Maryland 
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Chicago Volume Perks Up, 
Led by Fashion Shoes 


FASHION shoe business is grad- 
ually coming into its own in the 
Chicago area. After a slow start, 
high fashion shoes have gained mo- 
mentum in sales. Basic stocks are 
moving well, as they have done all 
season. Pointed toes have gained 
strength in some volume and middle 
of the road outlets where they had 
been weak. Smooth leathers are 
strong, suedes still weak. 

Shoe business in this area is 
healthier than it was a month ago. 
Staples and basics, selling above 
normal, carried business along. 
Good slipper and gift item business 
was a further bolster. New energy 
in needle toes, T straps, two-eyelet 
ties, and sandalized versions has 
strengthened sales considerably. 
Mid-heel shoes are taking hold well 
and expected to be strong the rest 
of December and through January. 

Predominance of black is blamed 
for the sluggishness of women’s 
fashion business. Lack of color and 
novelties meant there wasn’t enough 
push for extra pair sales. Retailers 
who pushed red had good response. 
Some price resistance has been noted 
in shoes $16.95 and over. However, 
there have been some shortages in 
style selection in $14.95 to $16.95 
shoes. Sales in this catgory and 
casuals $12.95 and under are slight- 
ly ahead of a year ago, especially in 
branch and outlying stores. Pat- 
terned pumps and pumps with extra 
ornaments lead in nearly all price 
brackets. Middle-of-the-road volume 
stores report conventional plain 
pumps are still a major item, al- 
though the pointed toe is gradually 
getting better. Sales in this conven- 
tional bracket are now about 50-50 
between the plain and tapered toe. 
Needle toes are still negligible in 
the average family shoe stores. 


* * * 


St. Louis Retailers 
Expect Good Christmas 

DECEMBER shoe selling is ex- 
pected to “hold its own,” dealers 
here say. November totals disap- 
pointed St. Louis retailers. Selling 
was spotty in suburban shopping 
centers as well as downtown. Vol- 
ume was reported down in all cate- 
gories of footwear. 

A general retrenchment was noted 
in all phases of retail buying, in- 
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cluding shoes. Prominent dealers 
here concur that the continued 
downward trend of the stock market 
has caused men to be wary in all 
of their purchasing. Unemploy- 
ment figures are up for St. Louis, 
overtime pay down. 

Women’s pairs are moving slow- 
ly, with extra interest in Christmas 
gift slippers helping to swell the 
days’ totals. Black suede pumps are 
at a standstill. Best women’s seller 
currently is a black calf closed pump 
on mid-heel, vamp region lightly 
ornamented. Some mulebacks, vinyls 
and stripping sandals are moving 
for holiday wear, but volume is 
considered light for this time of 
year. 

Sluggish sales of women’s casuals 
have been helped by a growing in- 
terest in low boot-types of brushed 
leather for both campus and county. 
Reported as having a new fresh 
look as far as casuals go, these 
boots are selling well also in the 
rubber soled canvas variety lined 
with fleece. Chino is outselling the 
red and black colors. 

For sub-teen girls, sales of saddle 
oxfords are off. Continued good 
selling type is the scuff-proof saddle 
of black nylon velvet, still reported 
selling well. Bulk of the girls’ busi- 
ness is in party shoes and slippers 
at present. Black continues as top- 
ranking color for boys, the trend 
showing up in replacement school 
pairs as well as in dress types. 
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here. Nine styles in Airsteps. Frederick 
& Nelson, Seattle (7 cols.). 
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Teenaged girls are showing less 
interest daily here in saddles and 
casuals with the Ivy League buckle 
at the back. Retailers are therefore 
reordering sans buckle. Teenaged 
girls feel that they don’t want the 
buckle any more because all the 
“little kids” have it. The “little 
kids,” on the other hand, are not 
getting back buckles on replacement 
pairs because mothers are finding 
that they scuff havoc into uphol- 
stered furniture. 


* * * 


N. Y. Promotions Woo 
Holiday Dollars 


THERE are not too many shop- 
ping days left before Christmas and 
the New Year. Everyone knows 
that—from the last minute shopper 
to the shopkeepers. New York shoe 
retailers made a strong bid for the 
holiday dollar with vigorous promo- 
tions. They put a special emphasis 
on holiday shoes and slippers. 

In the women’s shoe category, 
bright and sparkling colors and 
jewel tones, whites for dyeing—in 
silks, satins and brocades—as well 
as prints—all continued to hold the 
spotlight. Typical of this emphasis 
was the promotion by Saks Fifth 
Avenue. They promoted “Holiday 
Hoopla! We put it at your feet in 
bouquets and pin stripes, chiffon 
poufs on satin and our own brilliant 
pesante prints . .. in a glorified 
gingham too. ... From our south- 
ern holiday collection.” 

For street and daytime wear, the 
emphasis was on surface interest. 
There were plenty of  suedes, 
smooth calf and kidskin, as well as 
grains and textures. One Fifth 
Avenue store promoted it as “The 
big fashion: news via cable stitch- 
ing. ... Supple grained calf given 
the costly surface interest of cou- 
turier cording; black, red, gray, 
fieldstone or cognac.” 

These and many other promotions 
proved to be fairly effective, for 
shoe selling in New York seemed 
to be holding its own. Merchants 
are of the opinion that despite the 
[TURN TO FOLLOWING PAGE, PLEASE] 
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vagaries of the weather, the eco- 
nomic factors of rising costs and 
some increases in price ... that 
when the total figures for 1957 are 
examined, they will equal last 
year’s. In some cases, they will be 
ahead . varying from minute 
gains to fairly substantial ones. 
This is true not only in the women’s 
shoe field but in the men’s and chil- 
dren’s shoe branches as well. 
7 - * 


Denver Volume Firm; 
Slippers Start Early 


BUSINESS in the Mountain 
States area in November was seven 
to 12 per cent ahead of the previous 
year’s figures. The only exceptions 
to this are a few spots in Metro- 
politan Denver. Denver apparently 
feels the national economic trends 
more than the rural and mountain 
areas. Men’s shoe business showed 
big gains in many stores. Women’s 
shoe sales were up, for the most 
part. Rubber and storm footwear 
made big gains, and children’s shoe 
business was termed “fair to good.” 

Slipper business was off to the 
earliest and best start in years. 
Christmas decorations were up by 
mid-November and Christmas shop- 
ping specials were promoted through 
the Thanksgiving holiday. The trend 
appeared to be toward lighter 
weight and better quality leisure 
wear, with combinations of colors 
predominant. In all lines the narrow, 
tapered lasts are out-selling others. 

In women’s shoes, black and 
brown smooth leathers in modified 
pointed toes and in heels ranging 
from 18/8’s to 21/8’s were selling 
in biggest volume. In high-fashion 
lines however, 23/8’s and 24/8’s 


and the extreme pointed toes in 
more ornate patterns were selling 
well. Wyoming, Oklahoma, Utah and 
western Colorado retailers said that 
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they still have a big ‘demand for 
open-toe styles and still feel a custo- 
mer resistance to the extreme 
tapered toe. Blue has been a sur- 
prisingly good color in the cities 
other than Denver, and red is in- 
creasing in strength. In Denver, 
Salt Lake City and Cheyenne, 
activity was beginning in black 
patent. This is expected to excel 
all previous figures in the early 
spring months. In the $18.95 and up 
range, black nylon velvet, black silk 
and brocaded slippers in dressy 
styles with rhinestone, metallic and 
bow trim were gaining strength. 

In men’s shoes, grains are playing 
an important role but in narrow 
lasts and lightweight construction. 
A big item in one of the downtown 
Denver shops has been a blucher 
moccasin, four-eyelet tie style. Black 
is outselling brown two to one in 
this shoe. November has also been 
a big month in work shoes, insulated 
shoes, hunting boots, and western 
boots. 

Black patent is selling steadily 
in growing girls’ lines. Swivel straps 
predominate. Ivy league saddles in 
black and white are also important 
in this category. 

* * 


Milwaukee Christmas 
Prospects Brighten 


MILWAUKEE merchants report 
that November volume recovered 
slightly from the noticeable slump 
of earlier months. Key shoe buyers, 
however, noted that volume was 
about the same “fairly good” levels 
as last year. A few outlying in- 





dependent shoe store owners com- 
plained about their inability to 
recover sufficient volume to make up 
for the sluggish fall sales pattern. 

In general, however, the outlook 
for Christmas business was said to 
be bright. Barring more plant lay- 
offs and further reductions in work- 
ing hours at local factories, the 
holiday gift buying season was ex- 
pected to wind up only slightly 
behind last year’s figures. 

High fashion buyers say textured 
fabrics have been “the story” since 
September. Sales pace of fabrics is 
expected to accelerate as the holi- 
days draw nearer. Style salons also 
report keen consumer interest in the 
18-8 little heels to match the popular 
tailored look in the feminine ward- 
robe. 

Promotions of salad green, red 
and pewter gray proved highly suc- 
cessful. Satin brocades with stalk- 
slim heels in black, red, white and 
brown are moving at a rapid pace. 

Leather maintains top spot on the 
sales charts of the ladies’ shoe de- 
partments despite the inroads of 
fabric. Buyers admit, however, that 
fabrics stand to become increasing- 
ly important with the next few 
seasons. 

Sales of more sophisticated styles 
to the teen age girls’ crowd is being 
noted in many shops. Heavy volume 
in the young girls’ departments is 
coming from the gray and white 
bubble, or rock and roll saddle shoes. 

Men’s buyers plan to hold their 
price tags down at least until the 
[TURN TO PAGE 57, PLEASE] 
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black suede in the afternoon by i. miller 


Suedes in silhouette, these two shoes stress the importance of suede for after- 
noon wear. Side view is of Perugia-designed upfront band. Top view of silk- 
rimmed classic. |. Miller. A. Harris and Company, Dallas, Texas (eight cols.). 
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THERE’S EXCITEMENT "@ IN EVERY PAIR OF 


WOMEN'S CASUALS 


AND SLIPPERS 


Yn 


MEN'S SLIPPERS 
AND SANDALS 


CHILDREN’S SLIPPERS 
AND CASUALS 


THE SMART HIGH STYLING 
OF THE QUEEN BEES, THE 
HANDSOME CRAFTSMANSHIP 
OF THE KING BEES, THE 
PETITENESS OF THE LITTLE 
BEES ... THIS STUNNING 
PROFIT-MAKING LINEUP 
WiLL PUT NEW LIFE INTO 
YOUR SALES. 


KING’S FOOTWEAR COMPANY « 47 WEST 34TH STREET, NEW YORK1 N.Y. 
FEATURING SUPER-SOFT, SUPER-LIGHT, BILTRITE NURON-CREPE SOLES. 
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GALLUN CLYDE CALF 


the leather to help sell your shoes 


There's never a lull in your sales story when you offer shoes of 

Clyde Calf. For this finer tannage begins selling your prospect as soon 

as it is brought into view. And never ceases. 

Rich, glowing leather, with just a whisper of grain, Clyde Calf has a practical 
side, too. Highly resilient, glove-soft, resistant to scuffing, it rebuffs 

weather and wear — looks and feels good for years. You'll be thankful — 
and richer — for having stocked it. A. F. Gallun & Sons Corp., 


Tanners, Milwaukee, Wisconsin 


Call (Lygete 


OTHER FAMOUS GALLUN TANNAGES 


NORMANDIE CALF © NORWEGIAN CALF @ ESKIMO CALP 
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first of the year. Scramble for the 
consumer’s attention during the 
holiday period makes it advisable 
to keep prices as competitive as 
possible until the spring lines are 
unwrapped. 

Two men’s styles that are ac- 
counting for healthy volume here, 
are the U-tips and moccasin toes. 
Lightweight shoes eontinue to gain 
in popularity. Dealers state that 
sales action now reveals about a 
50-50 preference split between black 
and brown shoes in the men’s de- 
partments. 

Early Christmas shopping trend, 
according to several men’s buyers, 
presages an impressive run on house 
slippers as men’s. gift items. 
Favorites right now are Romeos 
and moccasin type house slippers in 
the $4.95-$5.95 price bracket. 


* col * 


San Francisco Sales 
Trail 1956 Slightly 


SALES in downtown San Fran- 
cisco were off one to five per cent 
from November a year ago, although 
a few individual shoe merchants re- 
port slight increases. These increases 
were mostly in the suburban areas 
where November sales last year 
were not too brisk. 

Downtown stores eased up some- 
what on their promotions during 
the early part of the month. Plans 
for the holiday promotions are, how- 
ever, quite heavy. 

Some shoe merchants hold their 
semi-annual clearance sales’ in 
November, and these were helpful 
in boosting sales volume. Some un- 
expected rains also brought demands 
for plastic rain boots and rubbers. 

Sales efforts were stepped up 
starting the week before Thanks- 
giving with promotions of dressy 
footwear for the occasion. The big- 
game football celebrations also 
stimulated sales of shoes for cock- 
tail parties and _  dinner-dancing 
affairs. Both Stanford and Univer- 
sity of California students and 
alumni groups scheduled a score of 
parties and get-togethers on both 
sides of San Francisco Bay. 

Christmas’ decorations _ started 
appearing in store windows and 
interiors before Thanksgiving as 
merchants put into operation their 
plans for an early start of their 
holiday promotions. These first dis- 


December 15, 1957 


plays featured everything from 
comfortable casuals to the finest 
dress shoes including alligators, 
patents, clear vinyl, broadtail calf, 
smooth leathers and suedes. Colors 
too, were much in evidence in all 
displays. 


* * * 


Snow Boosts Omaha 
Retail Volume 


HEAVY SNOW in November 
brought the Nebraska footwear 
business out of a trough in which 
sales reportedly were running 
somewhat behind last year’s fig- 
ures. It was the first extensive snow 
early in the season in several years 
and it boosted the sale of rubber 
footwear and boots to the highest 
level in several years. One depart- 
ment store reported a $5,700 day in 
rubber footwear alone. 

Men’s dress and work shoes also 
showed improvement in sales as a 
result of wintry weather. Renewed 
interest in the six-eyelet lace buck 
shoe was reported by one buyer 
since the “Ivy buck” label was at- 
tached. Casuals including loafers 
did very well, it was said, in both 
crepe and leather soles. 

More browns are being sold than 
a year ago, buyers reported, al- 
though black has continued fairly 
strong. Men’s choice of styles has 
been varied. Wing tips, moccasin 
toe, straight and plain tips all have 
been wanted. Best selling price 
ranges have varied by stores. One 
firm reported fair volume at $9.95 
to $19.95. Another listed $10.95 to 
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$15.95 as best, while a third re- 
ported most of its sales around $20, 
with many transactions at $24.95. 

Buyers reported a number of 
price increases in spring lines. 
Most stores indicated they would 
absorb price increases under 50 
cents, but add to the retail price 
any boosts larger than that. 

Excellent crop prospects have 
caused some loosening of purse 
strings by farm families although 
business from this source has not 
been as heavy as had been antici- 
pated earlier. The weather has de- 
layed harvesting of the corn and 
sorghum crops and most buyers 
thought trade would pick up later 
this season. 

The six-inch-top brown work shoe 
selling at $7.95 to $12.95 has con- 
tinued to account for most of the 
work shoe business in Omaha. Rub- 


ber-cork combination soles and 
comfort features have become 
staples. Features generally de- 


manded this season have been built- 
[TURN TO PAGE 76, PLEASE | 
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A brocade tapered toe pump by Andrew Geller is the subject of this typically out- 
standing Neiman-Marcus ad. The Point of View column at the right is about the 
death of Christian Dior. Neiman-Marcus Dallas (8 cols.). 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 
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New York State 


Despite both enthusiastic and pessimistic appraisals of 
the spring outlook, most upstate New York manufacturers 
expect sales around 1957 levels. 

They derive some satisfaction from the temper of buying 
and the interest displayed at Chicago, and from the posi- 
tive indications of retailer buying potential at the Popular 
Price Shoe Show. 

Manufacturers have been encouraged by the matter-of- 
fact reaction of most retailers to small price increases 
on numerous styles. While dealers naturally do not enjoy 
paying more for shoes, most of them say that increases 
will not alter their buying plans. 

However, the average shoe retailer is concerned about 
small price increases which hardly justify revising retail 
brackets. With operating costs steadily climbing, most 
stores can ill afford having gross profit margins reduced. 

The big-volume manufacturers have been fairly success- 
ful in maintaining production levels despite spotty fall 
orders traceable to the unsteady level of retail sales. 

During November the Asian flu epidemic showed signs 
of subsiding. Shoe production was only slightly affected, 
but light traffic in stores was held to be mainly due to 
the large number of persons confined to their homes for 
a few days by illness. 

Rural schools were closed in many areas, but city schools 
continued to operate in spite of absences among pupils and 
teachers. 


St. Louis 


PRODUCTION is in high gear for St. Louis producers 
and is expected to remain so. Overtime is the rule in some 
plants, with manufacturers finding that they have already 
booked more orders for spring shoes than at this time last 
year. 

Prospects for even heavier buying by retailers in January 
appear to be good. However, reports from retail sources 
show that during the month of November all categories of 
shoes moved more slowly from the shelves than either 
dealers or manufacturers felt they should. Retailers are 
watching inventories extremely closely at this point in the 
selling season. There is a continued trend to buy greater 
depth in fewer patterns as top aim for better turnover for 
the coming spring. 

A pension plan for about 5000 production workers in 
St. Louis has been agreed upon by the Specialty Shoe 
Manufacturers Association and Joint Council 25, Boot and 
Shoe Workers Union. Under the plan, which went into 
effect December 9, the 11 manufacturers making up the 
association have agreed to pay $1.25 per month to each 
retired worker for each year of his service. Maximum 
benefits are based on 30 years’ service, while minimum re- 
quirement for pension pay is 15 years’ accredited service. 
Each company now céntributes five and one-half cents per 
hour for each production employee covered by the contract. 
Company financing of the pension plans entered into 
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{all tabulations on the pricing of spring shoes. Announced 
price increases took the then proposed pension into con- 
sideration as a big influencing factor. 

Manufacturers making up the roster of the Specialty 
Shoe Manufacturing Association of St. Louis are: Brauer 
Brothers Shoe Company; Camille Designs, Inc.; Easton 
Boot and Shoe Company; Hamilton Shoe Company; Hey- 
days Shoes, Inc.; Johansen Brothers Shoe Compaay; Kal- 
mon Shoe Manufacturing Company; L. J. O'Neill Shoe 
Company; Samuels Shoe Company; Valley Shoe Corpora- 
tion; and Wolff Shoe Manufacturing Company. 


Los Angeles 


Los ANGELES manufacturers view the future with noth- 
ing but optimism. Response at the recent Spring Shoe 
Fair was excellent. Retailers evinced not a trace of re- 
trenchment, and completion of the new union contract gave 
hopes of labor security for a time. 

Work shoes particularly are going ahead strongly and 
sales are good in the better quality lines. There is a grow- 
ing trend toward the use of the Ripple Soles on work foot- 
wear. Manufacturers using the soles report orders are 
hard to keep filled. 

No major revolt developed over higher prices in all types 
of shoes brought out at the spring show. Retailers seemed 
to feel that higher prices were deserved and unavoidable 
and intend to pass higher costs along to the consumer. 

In women’s fashions, the bulk of the orders are placed 
for black pumps, with T traps assuming increasing im- 
portance. Sandalized treatments of the pump are gaining 
momentum and when the spring push starts this fashion 
might prove to be a sleeper. Wedgies are far from obso- 
lete; many variations are being shown and orders hold 
steady for them. 

The big story, of course, in both men’s and women’s 
styles is texture. Except for patent, practically every 
leather being shown has a texture of some sort. Even in 
patent the rough surface is creeping in. with a number of 
pebbled and grained varieties of the shiny material popping 
up in the lines. It can even be observed in gold, silver, 
and fire-engine red. However, retailers are not yet buying 
them in car-load lots. 

As usual, teen-aged girl’s fashions are the most conserva- 
tive of all. Plenty of wild novelties are shown in the lines, 
but they prove to be dogs; the ones that sell are the plain 
old penny loafers, flatties, skimmers and sandals. The all- 
rubber go-ahead has become a standard for casual wear, 
while school sees the saddle oxford and all-white three 
eyelet tie as a standard uniform. New notes are the modi- 
fied toe, which is becoming accepted, and various novelty 
treatments of the dark colored saddle. 


Chicago 


Ir IS the orders from volume houses that currently help 
get production schedules underway. Chain stores, certain 
[TURN TO PAGE 62, PLEASE] 
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1957: A Noteworthy Year 


[CONTINUED FROM PAGE 45] 


fitted in either physical or dollar volume, 
a glance at merchandising developments 
is revealing. Shoes, it must be assumed, 
are no exception to the motive power of 
the consumer appeals which reach be- 
yond simple utility. Those forces which 
create demand above mere replacement 
in a myriad of products must surely be 
applicable to shoe markets. Proof has 
long been obvious in the influence of 
style on women’s shoe sales and was 
dramatically illustrated during the year 
by the tapered toe. 

Although every member of the shoe 
industry is aware of the extraordinary 
change in the women’s shoe silhouette, 
the style implications of tapered toes de- 
serve close thought. How many years is 
it since the shoe business witnessed a 
mass change in such depth and scope? 
Developments of such a wide character 
have been known to happen in clothes, 
or in car styles, but the individualism of 
the shoe industry never before permitted 
consumers to be confronted with the fait 
accompli of a rapid and mass style 
change. 

Contrast the fact, the attention-getting 
and news-creating reality of tapered toes 
with the placid atmosphere in every other 
shoe category. Women were faced with 

dominant style, what the psychology 
of a new fashion justified by beauty and 
elegance. In comparison, the average 
man could have, and did, wear shoes 
years old without the slightest regret. A 
new style, executed in volume, relieved 
women of the painful necessity of choice. 
In the windows of men’s shoe stores, the 
typical consumer saw no more than the 
usual multiplicity of choice which is the 
prelude to inaction. 

Psychologically, the tapered toe was 
the equivalent of a single shoe held be- 
fore the women of the country on every 
side. It was a sharp line of demarcation 
between old and new, between obsolete 
and fashionable, between yesterday and 
today. The female foot was in the lime- 
light, actually and subjectively. Involun- 
tarily, the shoe business had concerted 
itself in a fruitful merchandising en- 
deavor. 

It is possible that the demonstration of 
merchandising power staged by tapered 
toes for women’s shoes holds a moral for 
the entire industry. In a mass market 
such as shoes, the presentation of style 
must be dominant, swift and encompass 
the country. Isolated style fuses sputter 
out, attract very little attention and are 
ignored by consumers. When style 
change becomes a nationwide barrage, it 
carries conviction and leaves the con- 
sumer with no doubt as to its validity, 
and no choice. Whether and how the 
merchandising moral of the tapered toe 
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can become a consistent force for the 
shoe industry is beyond the scope of 
this review. Any circumstances or 
factors which would engender a con- 
cert of panoramic style change 
would unquestionally sell more 
shoes. 

Apart from the women’s field, 
merchandising developments in 1957 
were scant. Men’s shoes_ slowly 
drifted to lighter, trimmer, more 
flexible models. Here and there a 
touch of the continental was mani- 
fest, but the average man vegetated, 
stylewise. The per capita tally of 
consumption pointed to inertia or in- 
difference, to a pattern of replace- 
ment buying for elementary utility. 

In juvenile footwear growing rec- 
ognition appeared that style is a 
potent and growing force among 
youngsters. This section of the 
market holds statistical possibili- 
ties still untouched in terms of 
average consumer income and liv- 
ing standards. At almost every age 
level style can be the lever to 
achieve multiple pairage in use. 


Soft Goods—Hard Goods 


For several years wishful think- 
ing in shoes and other consumer 
non-durables has expectantly wait- 
ed for a drop in hard goods demand. 
Let the American home be filled 
with gadgets and then consumer 
purchasing power would be released 
for soft goods. There could be no 
greater illusion! Soft goods in gen- 
eral and shoes specifically will not 
automatically come into their own 
on some blessed day. Merchandise 
sells to meet desires and the latter 
must be created, fostered and stim- 
ulated. Those industries or prod- 
ucts which wait for others to abdi- 
cate a place in the market will wait 
a long time indeed. 

The traditional distinction be- 
tween soft and hard goods has be- 
come increasingly meaningless in 
the current transformation of 
American living patterns. For mar- 
keting purposes it is far more per- 
tinent to think of urban and subur- 
ban, or to weigh leisure pursuits, or 
to study vacation habits. How many 
men, for example, do their new 
week-end gardening chores in a 
suburban boot instead of the oldest 
and most ravaged pair of shoes in 
their all too meager wardrobe? 

Rather than looking to a mythical 
struggle with hard goods, the shoe 
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industry must look to its own re- 
sources, its aggressive capacity to 
identify new needs, to promote 
shoes for such needs, and thereby 
earn the profit of enterprise. 


The Casual Bugaboo 


A new word spawned some years 
ago has become a merchandising 
bugaboo. Mention casual to the 
average producer or retailer and it 
conjures up visions of shoe types 
in which the emphasis is to a very 
large extent on price. A shoe cate- 
gory which originated and devel- 
oped in response to a changing way 
of life has seemingly become the 
avenue for depreciating the concept 
of shoes and injuring potential dol- 
lar volume. Why and how the ¢cas- 
ual shoe became identified with 
lower prices, with a lower standard 
of consumer expenditure, is a mat- 
ter of history and perhaps irrele- 
vant. The pertinent issue is the 
need and necessity for change, for 
revamping the concept and even the 
word casual as applied to shoes. 

Living habits in the U. 8. have 
witnessed extraordinary changes 
since the end of World War II. 
Leisure and the pursuits followed 
in leisure hours have become a 
dominant force in American life. 
Shoes as well as apparel in general 
must reflect the changes and the 
new character of living in an era 
of suburbs, mass vacations, and 
mass sports. And, to call shoes for 
all these purposes casuals is a gross 
misnomer. Similarly, to assume that 
shoes wanted for many of the new 
aspects of diversified living must 
be inferior in craftsmanship, cheap- 
er and somehow makeshift is a pro- 
found mistake. 

What can be done and what 
course can be followed in the shoe 
industry? First, perhaps, the term 
casual should be banned. Another 
word is needed to describe the 
shoes demanded by the consumer 
market for the leisure activities in 
diversified contemporary living. 
Second, the identification of leisure- 
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acknowledges the cooperation of Tanners’ 
Council of America in the preparation of this 
study and for charts and statistical material 
including tables of production and consump- 
tion on pages 65 and 66, 











time shoes with lower prices re- 
quires a drastic change in the 
psychology of the shoe industry. 
Leisure activities are no longer the 
occasional or secondary pursuits 
which get possible consideration in 
the family budget only when every- 
thing else has been provided for. 
On the contrary, leisure pursuits 
have become a major absorption in 
a great and growing section of the 
consumer market. Leisure does not 
exclude quality, elegance and even 
luxury. Shoes for leisure can and 
must be traded up. 


Potentials 


Few industries have seen as little 
fundamental change as the shoe 
business during the past fifteen 
years. Here was a period in which 
American life and living standards 
were literally revolutionized with 
virtually no significant change in 
the relationship of shoes to con- 
sumers. If the stolid pace of the 
industry has been cause for regret 
or misgiving, it can now become 
cause for high optimism. Modest 
progress in the past has built up a 
potential for dramatic change. 

The physical dimensions of the 
shoe market are on the verge of 
huge expansion. As millions of ad- 
ditional adult consumers join the 
market they will bring with them 
the habits and standards of today 
rather than the buying preconcep- 
tions of yesterday. A steadily in- 
creasing number of consumers will 
no longer think of shoes in terms of 
pure utility or gear their purchas- 
ing to simple replacement. 

Major opportunity in shoes does 
not, however, lie in per capita con- 
sumption ratios. Dollar volume can 
grow even more significantly. Per 
capita expenditures for shoes have 
not in the least reflected real gain 
in average purchasing power. In 
their shoe buying consumers have 
not enhanced their personal status 
in the same sense as in the acquisi- 
tion of so many other products. 
Consequently, the potential for 
trading up in shoes is greater than 
ever. That potential can be trig- 
gered by leadership in shoe mer- 
chandising, by leadership in selling 
style and quality, by leadership in 
discarding outworn price symbols 
for new and more effective con- 
sumer appeals. 


[FOR TABLES, SEE PAGES 65 AND 66] 
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Manufacturing and Markets 
[CONTINUED FROM PAGE 59] 


department store categories, and mail order houses are 
rounding out their seasonal buying. For the first two outlet 
buyers it’s shoes for February and March delivery; for 
the latter, a few very late spring shoes, heavy volume for 
summer. 

Orders for outlying stores follow a fairly consistent 
pattern. Orders for conventional lasts are still high—as 
high as 40 per cent, although the tapered toe is favored 
more with each buy. Pump purchases are divided about 
50-50 between closed and open toes, and there are heavy 
orders in sandalized patterns, particularly T straps. Vol- 
ame buyers are swinging back to pastels, especially pink 
and blue this year. They were a success with mail order 
houses last year. There will be less whites as fashion 
shoes, but there are normal purchases of linen pumps. 
The baby doll last is a big item with mail order houses. 
Low end chains show a slight trend away from patents 
for pre-Easter promotion, with emphasis on colors, prints, 
and novelty vinyl shoes. 

Men’s volume outlets are stocking heavily on gores and 
lighter weight shoes with closer trims. Although there has 
been a swing toward Americanized versions of the Italian 
types, as well is other novelties, the conventional types 
are by no means finished. Staples are about 50 per cent 
of volume orders. This is a change from just two years 
ago, when staples dominated. Many of the novelties or- 
dered are shoes for young men or older boys. These are 
referred to in many quarters as the backbone of the men’s 
shoe business today. Extra pair sales lie here and most 
manufacturers take full advantage of it. 

Mail order houses are buying more opened up, perfo- 
rated, and nylon mesh men’s shoes than they did last year. 
The latter had a bad season, but are still considered as hav- 
ing excellent potentials for volume promotion. Novelty 
closures, white buck, the chucka boot, and more step-ins 
than ever are volume trends. The women’s ivy league 
buckle is being translated into the men’s volume field. A 
little more brown is showing up, an important trend in 
mass sales, 


Your Income Tax I. Q. 


[CONTINUED FROM PAGE 39] 


property for which you had paid $500 some time ago. 

Its value at the time of the gift was $1,500. As a 

‘ae 

(a) You may claim a tax deduction of $1,500 

(b) You must pay a capital gains tax on the $1,000 
increase 

(c) You may claim a tax deduction of $500 

There were a few leaks in the shingle roof of your 

office building; so you constructed a new tile roof. 

You should .. . 

(a) Consider this as a repair bill and deduct the 
entire amount as a business expense on your 
1957 return 

(b) Regard this as a capital improvement and depre- 
ciate the cost over a period of years 

(c) Add the cost of the repair to the value of the 
property 

After you have filed your personal 1957 tax return, 

the Government is allowed to check your return and 

bill you for additional tax. The period of time in 

which this may be done ends... . 

(a) On the day you file your 1958 return 

(b) Two years after you file your 1957 return 

[TURN TO PAGE 64, PLEASE] 
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Personalities... 





Wuen Evelyn and Frank Liparé 
joined forces in the creation of 
women’s high fashion shoes, they 
brought together the keen trained 
mind of a lawyer and the fine artis- 
tic sense of a woman trained and 
experienced in design — originally 
costume and, ultimately, shoe de- 
sign. 

In their attractive offices located 
conveniently on New York’s Thirty- 
fourth (Shoe) Street, Evelyn creates 
the designs. These are then given 
three-dimensional interpretation in 
pullovers by the staff working close- 
ly with her. Here changes may be 
made before the pullovers are finally 
sent to the factory. 

During the preliminary stages 
Frank Liparé is back and forth be- 
tween the factory and the design 
studio, critically examining the pull- 
overs with the eye of a practiced 
and practical shoemaker. When they 
are finally sent to the factory noth- 
ing has been left to chance. The 
combined experience and efforts of 
the two Liparés have ensured dis- 
tinguished styling; scientifically de- 
signed fashion-right lasts and heels; 
materials and colors that are in the 
current trend and chosen with a 
specia] flair for elegance and good 
taste. 

Refinement of taste plus practical 
good sense are part of Evelyn 
Liparé’s special assets. Tapered toes, 
in her opinion, are going to continue 
in modified forms and new expres- 
sions — sharply pointed, modified, 
square or oval. The shape, for some 
time to come, will be anything rather 
than the short, stubby vamp of a 
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few years back. The biggest inno- 
vation of recent years, she consid- 
ers, is the elongated, tapered look. 

Heels are an important part of 
the shoe, according to Evelyn, and 
the lowered—18/8 and down—are 
better heels to go with the shorter 
daytime hemlines. For evening 
heels are, however, higher than 
ever. It is a fabric year and era. 
The black or colored or print silk 
shoe will be the popular dressy shoe 
this spring and summer. And there 
will, of course, be plenty of straw 
and vinyl plastics for summer, she 
added. 

One of the questions always asked 
about a person who has achieved 
success is: “‘How did he, or she, 
happen to choose this particular kind 
of work? And how did she, in this 
case, acquire the training and ex- 
perience which have put her where 
she is?” 

With Evelyn Liparé it started 
with an early talent for drawing. 
She had already designed and made 
beautiful doll clothes before she de- 
cided to train to be a professional 
costume designer. One of the few 
shoe designers born in Manhattan, 
she was drawn first to costume de- 
signing, a natural choice to a girl 
growing up in the center of the high 
style garment industry. With this 
goal, she enrolled in the costume de- 
sign classes at the Traphagen School 
of Fashion Design. During her 
free time she made sketches for a 
dress designer, gaining practical 
knowledge of the market. 

But Fate had planned something 
different for Evelyn Liparé. One 


day she saw an advertisement by a 
shoe pattern house looking for a 


designer. She answered it and this 
was the beginning of a successful 
career in the shoe industry. She 
had established her own design 
studio, Associated Stylists, and had 
worked for several years before Fate 
again took a hand in her design for 
living. Through her sister she met 
Frank Liparé, a_ rising young 
lawyer. 

Francis X. Liparé was born in 
Brooklyn. After graduation from 
Erasmus Hall, he went to Columbia 
University where he studied law. It 
was his marriage to Evelyn that in- 
troduced him to the shoe world. 
While their business life leaves lit- 
tle time for off-hour hobbies, he does 
find time to play the piano and, oc- 
casionally, get in a little golf. 

But to both Liparés their two 
children are their greatest joy and 
recreation. Her hobby, Evelyn says 
frankly, is “getting home and play- 
ing with the children.” 





National Shoes Opens 
Jersey Shopping Center Unit 
NEW YORK — National Shoes, 
Inc., opened its 143rd store in the 
new Middletown Shopping Center, 
Middletown, N. J. The Center is 
located approximately five miles 
northwest of Red Bank, N. J. 
Manager is Wallace Shapiro, who 
formerly served in the same capac- 
ity at the chain’s unit in Red Bank. 
Assistant manager is Kenneth 
Crystal, formerly a salesman in the 
company’s Asbury Park, N. J., store. 
Currently in its 35th year, 
National Shoes has stores in New 
York, New Jersey, Connecticut, 
Maryland, Massachusetts and Penn- 
sylvania. 





Denver Man Operates Lease 


DENVER—Mills G. Jernigan, un- 
ti] recently a Denver shoe retailer, 
will own and operate on a lease 
basis the women’s and children’s 
shoe department of Lischesky’s Dry 
Goods Company, 1305 Main Street, 
Great Bend, Kan. A February 1 
opening is planned. 

Mr. Jernigan formerly was a 
partner in Howard’s Shoe Store, 
University Hills, Denver, but sold 
his interest to Howard Newhouser 
in July. 
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Your Income Tax I. Q. 


[CONTINUED FROM PAGE 62] 

(c) Three years from the due date of your 1957 

return 
On the advice of a friend, you engage a CPA to 
prepare your 1957 tax return. The fee he charges 
for this service is... 
(a) Not deductible since it is a personal expense 
(b) Not deductible if you are entitled to a refund 
(c) Deductible in full 


CORRECT ANSWERS 
(b) On leased property, you normally spread the cost 
of improvements over the shorter period—the life of 
the improvement or the term of the lease. Since your 
lease expires in four years and presumably the fur- 
nishings will have a longer life than that, you should 
be able to claim a $250 deduction on your federal tax 
return for this year and the next three years. 
(c) The money you received from the company; must 
be reported as income, but you may deduct the cost 
of moving your entire family. If the amount the com- 
pany gives you exceeds your expenses, the excess is 
taxable. Conversely, however. if your expenses were 
more than the amount received. the difference is not 
deductible. 
(a) and (b) are both correct. All taxpayers are en- 
titled to a $50 dividend exemption. A husband and 
wife can combine their exemptions and receive $100 
in dividends tax free, providing the stock is jointly 
owned. The filing of a joint return will not qualify 
them for this double exemption if the stock is held 
in only one of their names. 
(c) You cannot deduct contributions to an organization 
which spends a substantial part of its time lobbying 
or distributing political propaganda. 
(a) You gained a son-in-law but lost a $600 depen- 
dency exemption for 1957 when your daughter married 
in November. All is not lost, however. If you pro- 
vided more than one-half of your daughter’s support 
during the year, you may claim her medical expenses 
as a deduction on your return. 
(c) Watching television can be most relaxing and it 
might even help you to forget your poker Josses— 
which is the thing to do because net gambling losses 
are definitely not deductible. Net gambling gains are 
taxable as income; so if you won money in a football 
pool or other sources, you may use your poker losses 
to offset these gains. 
(b) The IRS has ruled that “if the repairs do nothing 
more than restore the property to its condition imme- 
diately before the casualty and do not add to (its) 
value, utility or useful life, such repair costs may 
be used as a measure of the value of the destroyed 
portion.” Where you were going at the time of the 
accident does not affect the deductibility of car 
damages. 
(b) Commutation fees are not a deductible business 
expense. The cost of going to and returning from 
work, whether it be by bus, cab, train or plane, is 
not deductible since it is a personal expense. On the 
other hand, a and c are deductible. 
(c) Damage to your shrubbery caused by children, 
dogs or errant lawnmowers is not deductible. If your 
home or lawn is damaged by fire, storm or flood the 
loss not covered by insurance may be deducted. When 
large amounts are involved it is wise to have an ex- 
pert appraisal made immediately after the casualty. 
[TURN TO PAGE 67, PLEASE] 
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Your Income Tax I. Q. 


[CONTINUED FROM PAGE 64] 


10. (b) Since your son works for you, you are not sup- 
posed to pay social security tax on his wages, nor is 
he required to make contributions. If your business 
is incorporated, however, the corporation must pay 
social security tax on his salary. 

11. (a) Your deduction for a charitable contribution is 
the value of the gift at the time it is made. You are 
not considered to have realized a taxable gain or de- 
ductible loss when you give property away. You may 
claim a deduction for the entire $1,500 so long as 
this amount does not exceed 20 per cent (30 per cent 
in some cases) of your adjusted gross income. 

12. (b) The roof is considered an improvement, not an 
ordinary repair. The cost of replacing the roof is 
deductible as depreciation spread over its estimated 

. useful life. 

13. (c) In the absence of fraud or substantial understate- 
ment of income, the Government has three years from 
the due date of your 1957 return to check your return 
and bill you for additional tax. Since the due date 
of most individual returns is April 15 and for investi- 
gation purposes all returns are treated as though filed 
on the due date, you should be sure to save all check 
stubs and receipted bills to prove your declared de- 
ductions until April 15, 1961. 

14. (c) The fee which a CPA charges you to prepare a 
tax return or defend the accuracy of your return be- 
fore the Treasury Department is deductible in full if 
you itemize deductions. 


SHOE ENOUGH 
By Bess Ritter 


Although it would certainly seem that the American 
colloquialism, “well heeled,” which describes a person who 
is very adequately in funds, would refer to footwear, it 
really has no bearing on this at all. It comes to us from 
the cockpit where a fighting cock is equipped with steel 
gaffs. These are attached to its legs in place of its own 
spurs, and a “well heeled” bird is one whose fighting gaffs 
are really efficient and effective. 





An old odd superstition in regard to shoes explains that 
a girl can determine whether she’s going to marry a blonde 
or brunette by running into the fields early in the morning 
to hear the cuckoo. As soon as this bird makes its first 
cry she’s supposed to take off her left shoe and look into 
it. Here she will find a hair that is exactly the same color 
as the hair of her future husband. 


The size of the world’s largest shoe store—Lilley & Skin- 
ner, Ltd.— is hard to imagine because it has a floor area 
of no less than 70,000 square feet. This is spread over 
four full floors. More than two hundred and fifty people 
are employed here to sell and be responsible for the mer- 
chandise which is divided into ten different departments 
and offers a choice of some 200,000 pairs of shoes. Every 
week, on the average, approximately 24,000 people visit it. 
The address is 356-360 Oxford Street, London, England. 


Even though many superstitions about shoes are very 
old, many modern Americans still believe in many of them. 
One of these concerns presenting a pair of shoes or slippers 
to another person: It’s a sign, it seems, that they will walk 
away from you on the owner’s feet. Another version of 
this belief is that such a present will prolong the giver’s 
life—but shorten the one of the receiver. 
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THE FAMOUS ORIGINAL CORK SOLE 


@ resilient .. . so soft that it 
gives comfort underfoot 
and yet is long-wearing. 


@ unbelievably lightweight! 


2 Somee “- ~~, real waixing 
comfo an effortiess P i ' 

f ; insulation that's waterproof 

crouching and stooping. o—= weatherproof . pay 

keep you cool in summer 


@ slip resistant — with mil- and warm in the winter. 


lions of air cell suction cups 
that work for your safety for @ cannot mark or mar any 
the life of the sole. floor surface. 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL- CORK & 
VUL CORK NEOPR 


++ $0 flexible, so resilient... you can roll them up right in the palm of your hand. | 
















































Kitty Kelly Shoestore, Brooklyn, N. Y., 


showing Thonet chairs 1368 and 1369. 


UNEXCELLED 
for simplicity, 
comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 
fitting stools 


601 fitting stool, 14” h. 
seat: 12"x11" 





for shoe stores. 


Write us about your seating 
needs. We will send 
appropriate illustrated material. 


THONET INDUSTRIES, INC., Dept. L 


ONE PARK AVENUE, NEW YORK 16, N. Y. 


JHONET 





SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 
MIAMI, STATESVILLE, N.C 
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Work Shoes Important 
in Family Shoe Store 


Fir is one of the key words in Harry H. Tucker’s success 
story with work shoes in his Tucker Shoe Store, Cleveland, 
Ohio. This independent shoe store has in its 30 years of 
operation enjoyed a steady and profitable business in work 
shoes, despite the fact that it is a family shoe operation. 

“At the start of my business career,” explains this 
veteran of 38 years in shoe retailing, “I fully realized that 
work shoes are a very important part of a family shoe 
store. I also realized that to build and maintain a good 
volume and profitable business in this department it is 
most essential that the customer be fully satisfied with his 
work shoes. The most important factor in work shoes is fit, 
and to that end I’ve always maintained a good stock of 
quality work shoes in a wide range of sizes and widths. 
We carry work shoes from B’s to quadruple E’s, sizes 
6 to 13 . . . thus assuring the correct fit for the biggest 
percentage of our work shoe customers. I cater to men 
who want better quality shoes, having fully realized that 
only good quality will satisfy when price is forgotten.” 

Tucker’s is a neighborhood store, located in one of 
Cleveland’s oldest shopping centers on the east side. Al- 
though it was the first family shoe store to open on the 
street 30 years ago, it now competes with six other similar 
shoe operations, as well as five apparel stores that carry 
shoes. Mr. Tucker draws his customers from a majority of 
the suburbs as well as the neighboring residential areas. 
His work shoe customers range from factory and mill 
workers to city workmen. 

In his 38 years in retailing Mr. Tucker has found that 
work shoes are an integral part of a family shoe opera- 
tion, and thus demand maximum consideration. In _ his 
early years he maintained a steady increase in work shoe 
sales, through 1947 which was his peak year. There fol- 
lowed a slight decline, felt by most retailers, when the 
factories took over selling safety shoes. Since then, how- 
ever, Tucker’s has seen steady increases in work shoe 
business. How did Tucker’s rebuild this volume? By 
increasing its inventory of other type quality work shoes, 
and continuing to stress proper fit. 

Twenty per cent of the store’s entire men’s shoe inven- 
tory is in work shoes. In addition, the store maintains a 
constant size-up of work shoes to keep stock as complete 
as possible. The work shoe stock is made up primarily of 
International shoes, but also includes one shoe, classed 
as a police or postman shoe, from the Weyenberg Shoe 
Mfg. Co. The bulk of the store’s work shoes fall in the 
$12 to $15 price range. 

Biggest seller in the Tucker work shoe line is a black 
elk leather upper with neoprene sole, cushion insole and 
cushion “cookie,” in both high and low styles. 

Although Tucker’s advertises regularly in the neighbor- 
hood weekly papers, work shoes are seldom featured. 
“Word-of-mouth” has proved to be Tucker’s best promotion 
in this department. As a family shoe operation, Tucker’s 
enjoys a continuous repeat business from within family 
groups, thus augmenting sales in all departments as well 
as work shoes. Mr. Tucker reports he is now serving 
second and third generations. 

Brought up in England, Mr. Tucker came to Cleveland 
while still in his teens. He began his shoe career in 1920 
when he purchased an established family shoe store at 
Central Ave., Cleveland. He maintained that store for 
8 years and purchased his second and present store in 
1927. He later sold the Central Ave. store and concen- 
trated all his efforts in his 185th Street store where he has 
been located since 1927. 
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Self-service Shoe Stores 
[CONTINUED FROM PAGE 47] 


shoe merchants which reportedly 
have had some relief particularly 
from national chains. 

At a recent Boston Conference on 
Distribution, William Applebaum, 
visiting consultant on food distribu- 
tion at Harvard Business School, ex- 
pressed the opinion that “In the next 
decade the progress of the supermar- 
ket will be primarily founded on its 
performance in selling food.” Most 
supermarkets, he said, are not large 
enough to take on a big line of non- 
food goods. He noted that non-food 
items represent only 5.9 per cent of 
total sales. 


What about Markup? 


Do self-service operations actual- 
ly show a lower mark-up than other 
types of shoe stores. Operators are 
reluctant to divulge the figures, but 
most say that mark-ups vary from 
25 per cent to 40 per cent. One suc- 
cessful and highly experienced oper- 
ator says that he has a year-round 
objective of 35 per cent but that his 
operation presently is running closer 
to 37% per cent. 

As in the case of so many other 
changing concepts in shoe merchan- 
dising few facts and figures are 
available to establish the success of 
the self-service movement. What 
direction is self-service taking? 
Are we headed for more or less self- 
service? If it comes, will it be the 
all-out variety we see in the grocery 
supermarket? 

Will it be self-service on a limited 
number of styles and in an other- 
wise serviced operation? Has self- 
service any place in shoe selling save 
in very low priced merchandise? 
Will the primary function of self- 
service shoe stores continue to be 
the liquidation of cancellation and 
distress stocks, so many of which 
are finding their way into these 
stores at the present? 

The answers to all these questions 
must remain in the future. How- 
ever, certain unmistakable trends 
are in evidence and are demonstrated 
in these typical self-service opera- 
tions. 

In Denver, Colorado, and sur- 
rounding areas, two companies are 
successfully conducting self-service 
shoe stores. Jay Mark self-service 
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stores are located at 1405 Krameria 
Street, 9640 E. Colfax Avenue in 
Aurora and 3448 W. Alameda. There 
is a fourth Jay Mark store at 31st 
and Downing Streets. These stores 
started in the summer of 1956. The 
Downing Street store came first, 
Alameda opened in October of ’56, 
Aurora in February of this year 
and Krameria Street a month later. 

Joe Zinn is the proprietor of two 
self-service operations, The Econ- 
omy Store and Golo, a discount 
house, in Denver and a third, Fair- 
play in Colorado Springs. 

There are no self-service shoe 
stores in downtown Denver. 

A. M. Tiren is general manager 
for Jay Mark. Mr. Tiren says “We 
handle no close-out or cancellation 
stocks. We buy directly from fac- 
tories and have factories work on a 
make-up basis according to our 
specifications. Most of our shoes are 
branded with our own label and heel 
mark. We follow fair trade laws 
conscientiously and stay away from 
big brand names that do not permit 
us to feature them. We carry only 
medium widths. We follow style 
trends and are featuring narrow 
toes, pointed toes and Italian types. 
But, remember, our women’s shoes 
range only from flat heel types to 
wedgies. We confine our operation 
to strictly clean stocks. 

Jay Mark’s women’s shoes carry 
$2.98 to $4.88 price tickets. Chil- 
dren’s shoes are priced at $2.98; 
misses’ and boys’ shoes, $2.98 to 
$4.88; men’s dress styles $4.88 to 
$8.88. Their boots go up to $12.88. 
Jay Mark features an interesting 
multiple-price deal. They offer two 
pairs of any $2.98 shoes for $5.50. 
This enables them to sell two pairs 
at once. 


Advertising Conservative 

Jay Mark’s advertising is quite 
conservative, featuring style and 
honest value. It seeks the patronage 
of the entire family and Jay Mark 
draws customers not only from Den- 
ver proper, but from surrounding 
ranches, farms, oil fields and mines 
as well. 

A. M. Tiren, general manager of 
the four Jay Marks stores, is a fifth 
generation shoe man. The Tiren 
family come originally from Sweden 
where they were shoemakers and 
retailers. His father owned and 
operated a shoe store in Stanton, 


Iowa, until his retirement. Mr. 
Tiren started in retailing in Stan- 
ton. 

All Jay Mark store managers have 
been qualified managers or buyers 
of shoes in other stores. They strive 
to hire only experienced shoe sales- 
people. Mr. Tiren holds monthly 
meetings with store managers and 
receives sizing reports and orders 
twice weekly. Jay Mark welcomes 
complete families and publicizes the 
fact that “The Lowry Air Force 
Base ‘Officer of the Month’ and 
‘Baby Beauty’ contest winners are 
Jay Marks customers.” 


A Definite Need 


Last September 15th, Dave Gott- 
helf opened a self-service operation 
in his Bargain Town Shoe Depart- 
ment in Toledo. Mr. Gotthelf feels 
that it is too early to estimate the 
exact potential of the new operation 
but believes self-service fills a defi- 
nite need for the family that must 
live on a tight budget. He says that 
his operation will never be completely 
self-service because it carries mer- 
chandise which is much better in 
quality than that usually featured 
self-service. All styles are carried 
in widths. Children must be fitted. 
Adults do their own fitting. He be- 
lieves that one of the chief advan- 
tages of self-service operations, par- 
ticularly those on highways, lies in 
the fact that it permits customers 
to come into the store in their work 
clothes. There is no snob appeal in 
the operation and customers do not 
care who sees them in their work- 
ing togs. Mr. Gotthelf says “It is a 
quick and fast operation. Customers 
get in and get out. Since every item 
in their size is arranged on an open 
display, they may make their own 
selections without having a sales- 
man on their back. Plenty of park- 
ing space does the rest.” 

Bargain Town features’ both 
branded and unbranded shoes. An 
effort is made to have ample selec- 
tion of the latest styles in the wid- 
est possible range and sizes avail- 
able. No cancellation or jobs are 
bought. The stock is a complete one 
except that it carries no extreme 
women’s novelties or arch type 
shoes. Men’s dress shoes range from 
$4.99 to $9.95; men’s work shoes 
from $3.99 to $21.95; children’s 
shoes from $1.99 to $6.99; women’s 
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want extra profits? 







be headquarters 
in your community for 


full fashioned 

LEOTARDS 

TIGHTS AND 
ene TRUNKS 


illustrated 

® 
$350 of Helana stretch nylon—finest 
iat action-fabric for dance, skating, 


sports. *%F lawless fit, even 

after repeated washings. * Wash 
and dry quickly. %&Knit-to-fit 

on specially designed full- 
fashioned machines. Recognized 
and recommended by dance 
schools all over America. You’re 
sure of finest quality, best 

value when you buy 

DIRECT FROM DANSKIN, Inc. 


LEOTARDS in a wide variety of styles 
for Children $3.50 to $5.00, 

for Women $4.50 to $6.50. 

tiGuts for Children $5.00, 

for Women $5.95, for Men $7.50. 
trunks for Children $1.50, 

for Women $1.95. 

All prices listed are retail 
cotors: Black, White, Red; Copen 
Blue, Royal Blue, Pink, Sun Tan etc. 
Leotards, Tights and Trunks design pro- 
tected U. S. Pat. Off. 

IN STOCK IMMEDIATE DELIVERY 
for fast fill-in and repeat business 


W rite for illustrated catalog and complete information to 





USE FREE DANSKIN 
WINDOW AND COUNTER 
DISPLAYS — identify your 
store with DANSKIN na- 
tional advertising. 


437 Fifth Avenue, New York 16, N. Y 


CA'S FOREMOST STYLISTS AND MAKERS OF DANCEV/EAR 
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Every Month a Travel Month 
[CONTINUED FROM PAGE 41] 


of the year. Whole travel shoe wardrobes can make attrac- 
tive and selling promotions. These wardrobes must include 
three ideas: packability, meaning soft, light, not too bulky 
shoes; adaptability, meaning shoes that will give service 
and comfort under varying traveling conditions; smart, at- 
tractive styling in leathers and fabrics that are easy to keep 
fresh and clean looking. 

Certain types are essential for comfortable travel. If 
there is to be any kind of sightseeing during the trip, at 
least one pair of good walking shoes must be included. If 
the sightseeing does not include rough terrain or moun- 
tain climbing—when specially adapted shoes are required 
—then the shoes shown at the top left or the bottom right 
will serve the purpose very well. Both are on ribbed crepe 
soles which protect from damp and/or rough pavements 
and cobblestones. 

If the trip is to be where summer clothes can be worn, 
then the little tie in checked strawcloth on a one-inch cork 
wedge heel will serve many informal daytime purposes. 
The bootie, called “Sand Boot,” in genuine raffia, with 
cotton print lining, is very light, soft and flexible, packing 
very flat. It will look smart with slacks, shorts, dirndl 
dresses or skirts and can double as a house shoe. 

The tapered toe pump on 18/8 heel, in veiling mesh, 
very dainty, a little alluring, could serve for a day-into- 
evening style. For more dressy wear, we show the tapered 
toe, open back and shank high heel T-strap. We show it 
here in a flower print piqué, a striking imported fabric. It 
might just as well be in another fabric or leather, how- 
ever, depending largely on the kind of clothes the woman 
is taking with her and, of course, where she is going. This 
printed piqué T-strap seems an ideal shoe for Southern or 
Cruise wear. Another T-strap in a white leather on a 
medium heel could be the choice of a more conservative 
woman for dress or be anyone’s choice for daytime wear. 

And, since a vacation should be a time to let loose a 
little, be just a little crazy or, at least, gay, we have in- 
cluded a tricolor—‘three cheers for the red, white and 
blue” idea although flag waving in a foreign country is 
neither good manners nor good sense. 





Back in 1704 the people of New Hampshire called moc- 
casins “magasheens,” and this fact can be substantiated 
because a law which was passed that year refers to such 
footwear. It decrees that every household must include 
“one pair of magasheens” as part payment toward a special 
tax. Among the Powhatans and Obijaway Indians, how- 
ever, such a shoe was called a “mockasin,” and John Smith 
described them as “mockasins, or Indian shoes,” when 
he made records of his exploration of Virginia in 1612. 


Many interesting words in today’s English language 
which would seem to have nothing to do with shoes or 
feet, really refer to them very directly: “Impede,” for 
example, comes from the Latin “im” meaning “in” and 
“pedis,” “foot.” The words blended together mean that 
there are obstacles in your way which hinder you from 
deing as you desire because you have something “in the 
way of your foot.” “Impedimenta,” by the same token, 
refers to heavy baggage because it tangles up the feet. 
“Expedite” also refers to feet because “ex” means “out” 
and “pedis” means foot. Consequently, when matters are 
expedited, your foot is relieved of its hinderances. 


From very early times in China a childless woman goes 
to the shrine of the Mother Goddess and borrows one of 
her votive shoes. She promises that she’ll return another 
shoe in its place once the Goddess has granted her petition. 
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Self-service Shoe Stores 
[CONTINUED FROM PAGE 69] 


shoes from $1.97 to $9.95; house 
slippers from $1.00 to $3.99. Boots 
range from $1.00 to $17.50. 

Hill Brothers self-service shoe 
stores have nine operations in the 
St. Louis area and one in Peoria, III. 
Their slogan is “Where you serve 
yourself and _ save.” Five disc 
jockies tell the Hill Brothers story 
and sing their praises on several 
St. Louis radio stations daily. TV 
spot commercials are used too, and 
half page or better newspaper ads 
are run periodically in St. Louis 
dailies. Multiple sales are the rule 
not the exception and often run to 
8 or 10 pairs at Hill Brothers. 

Another St. Louis operation, 
Turner’s, has one store in a high 
traffic district in St. Louis and an- 
other in an out-lying community, 
Lemay. Lemay is a residential dis- 
trict for modest income people. 
Turner’s recently opened a third 
outlet in Wellston. The Lemay store 
is under the personal supervision of 
the owner who is a skilled shoe mer- 
chandiser. The Lemay store has 
been going strong for six years. For 
five years it has been a self-service 
operation. The other two outlets are 
under the management of practical 
shoe men. 


Help if Wanted 


Turner’s chooses clerks for their 
pleasant personalities and_ then 
trains them in correct fitting prac- 
tices. When the customer enters the 
store he is approached with the 
“May I help you?” routine. If the 
customer desires help, it is forth- 
coming. If he says no, he is directed 
to his size area and left to his own 
devices. Turner’s finds that 90 per 
cent of all men want help. Women 
like to shop the stock but often call 
for help in finding correct sizes. 
ALL CHILDREN ARE FITTED. 
If mothers insist on doing the fit- 
ting, the manager or a clerk checks 
the fit before the sale is closed. All 
children’s feet are measured before 
selection is made or fitting started. 
Turner’s provides sanitary fitting 
socks free of charge to all custom- 
ers who come in stockingless. 

Turner’s does no advertising, on 
the theory that a satisfied customer 
is the best advertisement. Coffee is 
often served to older customers. 
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Kids are parked in front of a TV 
set so that mothers can shop with 
ease. 

S. J. Mack, Plant City, on the 
west coast of Florida, is a firm be- 
liever in the axiom, “If a man build 
a better mouse trap than his neigh- 
bor, the world will beat a pathway 
tc his door—be he in the woods.” 
Recently Mack obtained a sprawling, 
barn-like building about 60 ft. wide 
and 200 ft. long off the main high- 
way which sweeps past Plant City. 
In it he opened an interesting self- 
service shoe store. 


Thousands of Pairs 


Banks of fluorescent lights were 
suspended from the rafters. Benches 
and tables were fashioned from un- 
finished lumber. Open display racks 
were nailed against the walls. 

Then the “store” was stocked with 
thousands of pairs of shoes to bring 
the Florida city an entirely new con- 
cept in shoe marketing. 

The city awakened to a blast of 
newspaper ads announcing § such 
sales as “7150 pairs of men’s, 
women’s and children’s shoes at 
savings of up to 60 per cent.” 

It takes ten people to handle the 
cash customers—with each custom- 
er serving herself and personnel 
offering help only upon request. The 
selection of shoes on display is re- 
putedly the largest in the area. 

The economy of operation and the 
far from modern equipment keep 
selling costs low. In turn, this 
makes possible low consumer cost. 
Add this to an organization consis- 
tently on the prowl for big buys of 
surplus stocks and strategic out- 
lets and it isn’t surprising to dis- 
cover that Mack has sold over 10 
million pairs of shoes since opening 
his “Self Service Shoe Stores.” 

Mack is consistently proving that 
despite price adjustment periods, 
cautious buying’ seasons, _ etc.; 
people want more shoes, and the 
attractive new footwear that is 
available for every member of the 
family in his wide and deep stocks 
creates shoe consciousness. 

Thus a man who simply goes 
along for the ride as his mate seeks 
a pair of shoes, wanders about 
among the open displays and often 
sells himself on a pair or even two. 

There is a great deal in favor of 
shoemen who resort to Mack’s oper- 





tional pattern. The wanted shoes, 
the use of power-packed newspaper 
promotions that list the low prices 
and interest prospective customers, 
all provide a tremendous amount of 
traffic from town and hamlets for 
miles around. Such people are only 
superficially aware of the lack of 
plushiness in this barn-type build- 
ing. 

They’re more cognizant of values 
among recognizable shoe brands and 
the incentive to buy is motivated 
by dollar-savings, especially among 
families with children. 

The bustling children’s depart- 
ment is visible evidence of the ade- 
quacy of Mack’s business method of 
literally “taking to the hills” to sell 
shoes. 

Owens Shoe Co. located in Salem, 
Mass., is a rare combination of self- 
service and regular clerk service as 
one of Salem’s leading retail shoe 
stores. 

Louis Andrews, owner, believes 
his store has several unusual fea- 
tures. The combination-type ser- 
vice is one. Another is the store’s 
semi-roadside location on the edge 
of town where it offers excellent 
parking facilities. A third is that 
Andrews does not handle cancella- 
tions, has fully 90 per cent of his 
shoe stock made up by local shoe 
manufacturers. 

The latter fact is unusual for a 
store of the Owens’ type where 
markup is limited to an average 30 
per cent. 


30 Per Cent Self-service 


“We maintain a large, varied 
stock of men’s, women’s and chil- 
dren’s shoes and slippers and do a 
large volume,” says Andrews. 
“About 30 per cent of our sales are 
self-service. The remainder is sold 
the usual way through the six full- 
time clerks. * I’ve found that both 
ways of selling have their definite 
points.” 

In the four years that Owens 
Shoe Co. has been in operation, 
Andrews has found that only the 
lower priced end of his lines can 
sold successfully via _ self-service. 
The store handles men’s’ shoes 
ranging from $5.95 to $14.95, men’s 
boots to $18.95, and women’s 
novelty and casual footwear priced 
from $3.95-$8.85. 
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Washington 


Newsreel 
[CONTINUED FROM PAGE 30] 


The footwear trade has received 
secret instructions from the govern- 
ment on what it must do in a future 
all-out war or national emergency. 

Private disclosure was made to 
five industry executives here recent- 
ly. The emergency plans were out- 
lined by J. G. Schnitzer, director of 
the Leather, Shoes and Allied Prod- 
ucts Division, Business and Defense 
Services Administration, U. S. De- 


partment of Commerce. 

The five leather and footwear ex- 
ecutives who took part in the secret 
briefing are Harold Connett, of Sur- 
pass Leather Co.; Leonard D. Nec- 
tow and Herbert Lee, both of A. S. 
Beck Co.; Benjamin W. Roberts and 
Jack Barkey, both of Barkey Im- 
porting Co. 

All of the above-named executives 
have been cleared by the govern- 
ment to examine so-called “classi- 
fied” material, up to and including 
the category of “secret.” 

These five executives were among 
1200 from all branches of business 
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and industry attending the govern- 
ment briefings on what’s to be done 
when disaster strikes. President 
Eisenhower, Vice President Nixon, 
and several Cabinet members ad- 
dressed general sessions on over-all 
government disaster policy. Fol- 
lowing these general addresses, 
the meeting broke up into small unit 
discussions in which each trade and 
industry was specifically instructed 
on its probable role in a future 
emergency. Details of these closed- 
door meetings were not made public. 


This is going to be a record year 
for bankruptcies. The number of new 
cases filed with the federal courts is 
running about 25 per cent ahead of 
last year. 

A record number of bankruptcy 
cases—77,865—was filed in the 12- 
month period ending September 30, 
1957. 

Here is a breakdown on the bank- 
ruptcy cases filed during fiscal 1957 
and in the first quarter of 1958, and 
the percentage of increase as com- 
pared with the similar quarter of 
previous years: 

Cases Per cent 
Started Increase 


July-Sept., 1956 16,160 13 


24 


Oct.-Dec., 1956 

Jan.-Mar., 1957 
Apr.-June, 1957 
July-Sept., 1957 


17,354 
19,966 19 
20,281 19 
20,264 25 


The foundation of a Goodyear welt is the insole. Build- 
ing a Goodyear welt shoe with a poor insole is equiva- 
lent to building a skyscraper without a foundation. 
Neither the shoe nor the skyscraper will stand up for 
very long. The great majority of the new 
cases, as well as the pending cases, 
are voluntary petitions filed by em- 
ployes. 


Nature did not provide the animal with a synthetic or 
plastic coat to grow next to the flesh. It provided a 
flexible comfortable skin that was designed to protect 
the animal in hot weather, cold weather, dry weather 
and wet weather. It is from such a skin or hide that we 
obtain the finished leather for all our insoles and for 
the big majority of our outsoles. Leather insoles breathe, 
give off excess heat generated by the foot, also absorb 
and give off excess perspiration from the foot and, 
therefore, provide not only comfort but health for 
the feet of the wearer. Leather insoles remain flexible 
and comfortable in extreme cold weather, as well as in 
hot weather, dry weather or wet weather. No substi- 
tute insole can claim all the properties which naturally 
belong to the leather insole. 


Fresh reports of union wrong- 
doing are sharpening demand for 
tight new labor laws. The charges 
and countercharges of corruption 
aired at the AFL-CIO Teamsters’ 
annual meeting are bringing into 
focus some of the proposed remedies 
being talked up here for enactment 
next year. 

Here are some of the plans now 
under serious consideration by the 
Senate (McClellan) rackets com- 
mittee: 

® Federal registration and _ in- 
spection of pension and welfare 
plans. (There’s bipartisan support 
for this. Looks like a sure bet for 
1958.) 

® Curbs on secondary boycotts. 
(Mounting evidence of damage to 
small—and often innocent — em- 
ployers makes many congressmen 


J. W. CARTER COMPANY 
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Nashville |, Tennessee 
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believe it’s time to knock out the 
secondary boycott once and for all. 
But there is still plenty of opposition 
to this from labor-area congress- 
men. Could go either way.) 

® Ban use of dues money for 
politics. (This is supposed to be il- 
legal, under the Taft-Hartley law, 
but there are many ways of getting 
around it. Public indignation not 
strong enough to force reform 
here.) 

® Guarantee use of democratic 
procedures in unions. (AFL-CIO 
United Steelworkers is one of the 
few unions in which members pick 
their officers. In nearly all others, 
officers are elected by the union 
hierarchy. There’s some demand for 
reform to require democratic elec- 
tions, but the “ins” are telling Con- 
gress this would result in ‘mob 
rule.’’) 

® National Right-To-Work Law. 
(Not a chance, unless anti-union 
feeling gets unexpectedly stronger.) 

® Make unions subject to anti- 
trust laws. (Extremely doubtful. Ex- 
cept for public resentment against 
mismanagement at the top in unions, 
there’s no real anti-union attitude 
in the Congress.) 


Cost-of-living pay raises defeat 
their own purpose, and should be 
scrapped in favor of increases that 
are based solely on gains in pro- 
ductivity, a Senate-House committee 
learns. 

This new approach comes from 
Sen. Ralph Flanders, R., Vt., who 
outlined his views to an economic 
subcommittee looking into manpow- 
er shifts resulting from automation. 

Flanders points out that escala- 
tor clauses calling for cost-of-living 
increases are self-defeating for 
workers because they fuel recipro- 
cating actions — pushing up costs, 
which push up prices, which push up 
wages anew. 

Wage rises should be based solely 
on gains in productivity, he con- 
tends. Gains in productivity bring 
higher profits. Of these higher 
profits, one-third should be returned 
to the workers as a reward, Fland- 
ers believes. Another one-third 
should be returned to the business 
itself. The remaining one-third 
should be applied to lowering prices. 

Years ago, Flanders comments, 
labor and management alike thought 
cost-of-living clauses made a real 
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contribution to better labor-manage- 
ment relations. But experience of 
the past 12 years shows that they 
produce only a dog-chases tail re- 
action. 


Joint government-private invest- 
ment trusts to provide funds for 
small firms are being suggested by 
leading experts as a method of easing 
the plight of small business. 

Under the plan, the government 
would become direct investors in 
small manufacturing plants, stores, 





and other firms through trusts joint- 
ly financed by federal and private 
capital. Such investment trusts 
won’t catch on these experts say, 
until the federal government be- 
comes a partner and contributes “in 
some way to the losses.” 

The investment trusts would each 
provide risk capital to hundreds of 
diverse types of small firms. 

The plan’s supporters say programs 
making it easier for small firms to 
borrow more money are not the 


answer. 
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357 FOURTH AVENUE 
NEW YORK 10 


Diagnose-it-yourself 
ARE THESE 
YOUR SYMPTOMS 


Slower collections 
and requests for dating 


Insufficient funds 


to support increased sales 


Lack of capital to finance seasonal 
inventory peaks comfortably 


Increased bad debts; 
rising credit department expense 


IF you checked any of the above 
items, you will want to know in 
detail how factoring can help you 
increase your own profits. Iselin’s 
# new brochure, GUIDE TO FAC- 

TORING, shows you the impact of 

factoring on turnover and profits, 

what factoring costs, which busi- 
nesses factor. Send for free copies 
today: start at once to learn what 
factoring can do for you. 


Hilton [SEL IN «2% 


MOO! 

















Profile: Robert Lee 


[CONTINUED FROM PAGE 38] 


Built a power house for them. When 
that was completed, he went back to 
shoes. 

From 1938 through 1945, while 
the war with Japan was going on, 
Bob Lee started a shoe factory, also 
a plastic fixture factory in the in- 
terior of China. He traveled that 
entire area, getting local materials 
to be used in the manufacture of 
shoes. And as if that wasn’t suf- 
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ficient, he also trained and educated 
the native Chinese in the art of 
good shoemaking. 

In 1945 he went to Shanghai and 
for the next four years reorganized 
the Pekin shoe factories ... in- 
creased production of men’s shoes 
and started to import materials from 
abroad ... the finest leathers from 
Europe and sole leather from Can- 
ada. Things were really humming! 
Everything was working out just 
fine . . . then the Chinese Reds 
moved in and took over. It wasn’t 
long before Bob Lee felt his num- 





ber was up! One day, he walked out 
the back door and fled. 

He came back to the United States 
in 1950. For a while he worked as 
an electrical designer for the Du 
Pont Company, on one of their 
projects in downtown New York but 
what he really wanted was to get 
into shoes. He tried exporting ma- 
terials from the United States to 
Hong Kong but that didn’t work out 
too well. Finally, in 1954, he went 
into the shoe business with a friend, 
on Worth Street in Chinatown. He 
has since sold that shop. That same 
year, he opened the Foot Lite Shop 
on 51st Street. He does an excellent 
business with three lines of shoes: 
Winthrop, Stetson and Evans Slip- 
pers. Generally carries about three 
thousand pairs in stock and has a 
two-times a year turn-over. His 
customers seem to prefer the slip- 
on types for dress and casual. Above 
everything else, they want light- 
weight, flexible, comfortable shoes. 

Bob Lee was married in 1937, 
while in China. He has a son, nine- 
teen years old, who he managed to 
bring over to the United States. His 
son has been attending the Charles 
Evans Hughes High School in New 
York and will graduate in June. Bob 
has been trying desperately to bring 
his wife and daughter (12 years 
old) to the United States and he is 
hoping it won’t be too long before 
that dream comes true. What a re- 
union that will be, for he hasn’t 
seen them for the past seven years! 

Foot Lite Shoe Shop is open Mon- 
day through Saturday from 10:00 
A.M. to 11:30 P.M. and since it is a 
one-man operation, it isn’t difficult 
to see that Bob Lee doesn’t have too 
much time for recreation. Sunday 
is his only day off and he frequently 
finds his enjoyment and exercise at 
the ice-skating rink. 

One of these days, Bob Lee will 
be thinking of expansion, for he 
is enthusiastic, ambitious and not 
afraid of hard work. He hopes to 
open additional stores .. . carrying 
men’s shoes exclusively. 





Broadcasting of a radio disk jockey 
show from the street-floor shoe depart- 
ment of Sibley, Lindsay & Curr Com- 
pany in Rochester, drew heavy traffic 
to the department. Requests for tunes 
had to be presented in person either in 
the shoe department of the main store 
or in shoe departments of Sibley’s 
branch stores. Sandier of Boston spon- 
sored the promotion with H. Scheft 
Company, operator of the department. 
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A Circus for the Kids 
[CONTINUED FROM PAGE 51] 


counts. Proper fitting is stressed 
above everything else. No child is 
allowed to purchase a pair of shoes 
that does not fit well. The Crest- 
wood Pam’s is currently carrying 
Poll Parrots for the most part. Bal- 
let slippers, bedroom slippers and 
cowboy boots round out the store’s 
stock. 

Promotions to fanfare the store’s 
opening included a contest drawing 
with three Schwinn bicycles as 
prizes. During opening weeks, a live 
clown, laden with enormous vari- 
colored balloons, paraded the entire 
shopping center promenade adver- 
tising Pam’s Children’s Shoes. 


Self-service Shoe Stores 
[CONTINUED FROM PAGE 71] 


“All shoes priced up to $5.95, 
including slippers, are arranged on 
open tables set lengthwise in the 
middle of the store,” says Andrews. 
“We vary the number of tables 
depending upon stock on hand. Shoes 
are separated by men’s and women’s 
and by sizes but not by types. The 
customer generally wants to see at 
a glance how many different types 
of shoes are available in his size. It 
gives him the impression of having 
a wider choice than if the casuals 
were on ore table and the dress 
shoes on another.” 

The term “self-service” applies 
generally to the customer being able 
to select the shoes from the table. 
Very few customers try to fit them- 
selves but insist upon a fitting by an 
experienced clerk. Practically none 
will close a sale before having the 
shoes checked by an _ experienced 
clerk. 

Andrews finds that the real ad- 
vantages of a_ self-service set-up 
include ease of display and less 
demand for clerk services. The 
latter releases the clerks for service 
to customers who prefer to buy 
their shoes in the usual manner. 
Fully 30 per cent of Owens’ display 
stock is arranged on wall shelves 
and handled only by clerks. 

“The customer who prefers a self- 
service set-up on shoes is buying 
price first. I keep price signs dis- 
played prominently in the center of 
each self-service table. The shoes 
on the shelves are not marked by 
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cost only a few pennies more. . 


160 FREMONT STREET 































if the shoe fits... 


Shoe manufacturers who recognize this urge are 
using better materials to make better shoes. 

Many are changing to Farberized Welting and 
Insoles to make their shoes last longer, 

look better and sell faster. Farberized insoles 


. and they 
make any shoe a better buy. 


An interesting FREE brochure on Farberizing is available. 





WORCESTER, MASS 








price but we do have window signs 
listing our brands and price ranges.” 

Although Owens is well-known in 
the North Shore area, Andrews 
finds it necessary to maintain a 
regular program of advertising and 
promotion. He has experimented 
with ads which emphasize the self- 
service feature but finds it difficult 
to judge whether these are more 
effective than others. Price, of 
course, is the necessary ingredient 
of all ads. 

Andrews, a former shoe manu- 
facturer, opened the retail outlet in 


1953 on the ground floor of the 
factory. When the plant was closed 
in 1955, he retained the retail store. 
His wide acquaintance among shoe 
manufacturers in the area has made 
it possible for him to obtain “make 
up” orders rather than go through 
the usual jobber or cancellation 
source, This, of course, has proved 
a sizeable advantage in merchandis- 
ing his shoes and his newspaper ads 
emphasize the fact that the shoes 
are “all first quality, direct from 
factory to you.” 

[TURN TO FOLLOWING PAGE, PLEASE] 


75 












He has experimented with higher 
priced shoes on the self service table 
but found 95 per cent of his sales 
here concentrated in the $5.95 and 
below range. “Anything above this 
sells better through the clerk,” he 
points out. “Customers don’t expect 
too much service when they pay 
below $6. Above that they want all 
the trimmings—good fitting, good 
quality, good service.” 

Andrews feels the self-service end 
of his business is now at near capa- 
city. A completely self-service shoe 
store, he believes, would have to 
limit its price lines to under $10. 
The savings on clerks, surrounding 
and other factors would not wholly 
compensate for the limitation. “A 
completely self-service operation is 
always under terrific price pres- 
sure,” he claims. “My combination 
eases the pressure since most of our 
customers want service along with 
moderate price savings.” 





Review of the 
Retail Trade 
[CONTINUED FROM PAGE 57] 


in supports and cushion insoles. In- 
soles impervious to moisture also 





Check 


these terrific 


SEBAGO-MOC 


selling features 


V Mellow-rich leathers 


V Smart styling by skilled 


Maine craftsmen 
V Steel arch support 
V Kemblo foam filler 


V Crown Neolite soles 












V Value-packed retail price 


have grown in popularity. 

Boots have become more impor- 
tant in Nebraska. Outdoor workers 
now wear them the year-around. 
Best price range was said to be 
$12.95 to $19.95, with the 12-inch- 
top lace boot the number one item. 

Slow business in family dress 
shoes early in November prompted 
Omaha shoe dealers to stage a pre- 
Thanksgiving clearance sale. 
George T. Wruck, secretary of the 
Associated Retailers of Omaha, re- 
ported fair response to the special 
prices offered by merchants in this 
event. Response to after-Thanks- 
giving sale offerings also was fair. 





Brown Shoe Fit Adds Unit 


SHENANDOAH, NEB. — Brown 
Shoe Fit Company with headquar- 
ters here has added the 35th store 
to its chain by purchasing Horn’s 
Shoe Store at Newton, Ia., it was 
reported by Win Brown, president. 
Manager of the new store will be 
Mel Dennison, formerly assistant 
manager of the Brown store at Web- 
ster City, Ia. Brown Shoe Fit Com- 
pany currently operates retail out- 
lets in Iowa, Nebraska, Kansas, 
Missouri and Colorado. 











Delman Shoes and Joseph 
Salon Share Same Building 


SAN FRANCISCO—The new 
9700 Wilshire Building, at Wilshire 
Boulevard and Roxbury Drive in the 
heart of Beverly Hills, has been 
completed, providing facilities for 
Delman Shoes, Inc., at one end and 
Joseph Salon Shoes at the other. 

Joseph Salon Shoes is located at 
the key corner position on the street 
floor while some 30 feet of Wilshire 
Boulevard frontage is occupied by 
Delman’s Shoes at the west end of 
the structure. 

A black granite facade decorates 
the center building entrance to an 
Elizabeth Arden salon. Contrasting 
white Italian marble facades have 
been used for Joseph’s and Delman’s 
and the second story exteriors are 
faced in pre-cast mosaic panels. 

Designed by Los Angeles archi- 
tect Welton Becket and built by Mu- 
tual Steel Construction, Inc., the 
structure covers 45,100 square feet 
in three levels and basement. 


Interiors combine terrazzo and 
carpeting for the floors and various 
types of modern acoustic treatment 
for the ceilings. 






America’s fastest-growing moc line 


Sizes for Men and Boys 
in Black and Brown 














Order or write for new catalog — TODAY! 


SEBAGO-MOC COMPANY 


IN-STOCK 
for immediate delivery 


WESTBROOK, MAINE 
New York Office: 534 Marbridge Building 


Made in Canada by Canada West Shoe Manufacturing C 





y, Winnipeg, Manitoba 
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The electronic machine above developed by the National Cash Register Company 








produces a punched tape which can be converted to cards or read directly by 

computers. It was field tested for a week at a Miles Shoe Store in the Bronx. 

The cashier is Blanche Blane and the gentlemen examining the tape are, left to 

right, S. R. Spiker of the G. R. Kinney Corporation; Edward Atkins, executive vice- 

president of National Association of Shoe Chain Stores, and Joseph Oceftinger, 
consultant to the association's electronic committee. 





Trend to Little Heels Noted at Oklahoma Shoe Show 


OKLAHOMA CITY —The Mid- 
Continent Shoe Travelers shoe 
show, held at the Biltmore Hotel 
here, enjoyed more traffic than last 
year’s show. 

Sixty-one exhibitors attracted 
around 300 buyers from all sections 
of Oklahoma, few from out of state. 

In women’s lines, patents led with 
new navy patent showing strength 
in a close run with black. Calls for 
red were few. Bone or white-bark 
outpaced red. 

The trend went more and more 
to little heels, with 17/8 and 18/8 
particularly in demand. 

A new construction scuff for 
younger women has a high shaped 
wedge corkette heel. Vicuna, beige, 
black, alabaster, and white were 
popular in casuals. Very little gray 
sold. 

Dress flats for teenagers were 
more dominant than earlier in the 
fall. Black patent led, with some 
call for red. 

Demand for immediate orders in- 
dicated fill-ins for the Christmas 
trade. Many buyers protected them- 
selves with definite orders for de- 
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livery in March and April on some 
straws, white dress, and white flats 
for Easter, mindful of the delay in 
shipments last year. 

In growing-girls’ flats, patents 
were out in front, in white, pastels, 
navy blue and red—the new velvet- 
finish patent. Pointed toes went 
well. Naturally following the trend 
of older-age styles. Many had orna- 
mentation such as buckles, bows, 
and a new clock with movable 
hands ornament. Vicuna and light 
buck were popular. 

In misses’ and children’s dress 
shoes, the swivel strap and the new 
T-strap band-stand type were par- 
ticularly strong. 

Buyers were looking for the 
smooth and dressy, light sporty and 
dark sporty look in both women’s, 
teenagers’, and _ growing girls’ 
shoes. Some reported the Ivy 
League influence waning. 

Most orders for men’s were for 
spring with some fill-ins. A sur- 
prising factor, which showed up in 
fall sales in better men’s shoes, and 
carrying over into spring orders, is 
the growing popularity of browns, 








particularly the brown browns, 
which are winning over the reddish 
tones. For the first time in three 
years, browns outsold blacks. This 
was attributed to the trend toward 
darker men’s clothing. 

In men’s lower-priced and in 
teenage shoes, blacks still predom- 
inate. 

Demand for immediate delivery 
was particularly noted in the 
darker browns. Combination leath- 
ers, soft grain, or calf were excep- 
tionally popular. The trend in 
men’s shoes was toward neater, 
trimmer, slimmer, lightweight, flex- 
ible shoes. 

In higher-priced lines, silks and 
nylon mesh still show popularity. 
However, nylon has _ definitely 
slipped in lower price brackets, ap- 
parent in the high carry-over. 

The Mid-Continent Shoe Travel- 
ers re-elected Pat Stubblefield pres- 
ident, retained Mrs. Norton Thomp- 
son as treasurer, continued E. J. 
Eichhorn in his 18th year as secre- 
tary-manager, and elected Tom 
Black, vice-president. 


Lease Operator Acquires 
Department Store Control 


BINGHAMTON, N. Y.—A shoe 
retailer here has acquired control 
of this city’s oldest department 
store. Harold A. Read, Jr., head of 
the Read Shoe Company, which 
operates leased footwear depart- 
ments, has become president, trea- 
surer and general manager of Sis- 
son Bros.-Welden Company. 

Mr. Read bought a majority in- 
terest in the store from Benjamin 
F. Sisson, who has been president 
and treasurer since 1939. Read Shoe 
Company, established by the late 
Harold A. Read, Sr., has leased the 
shoe department in Sisson’s for a 
number of years past. The company 
formerly operated eight depart- 
ments in New York and Penn- 
sylvania stores, but recently sold 
most of them to the resident man- 
agers. 

Mr. Read joined Read Shoe Com- 
pany 11 years ago. He will continue 
to operate the company in addition 
to managing Sisson’s, which was 
founded in 1842. Joseph W. La- 
Duska, accountant for the Read Shoe 
Company, has been named vice- 
president and comptroller of the de- 
partment store. 



















ST. LOUIS—When a retail shoe 
salesman waits on the average cus- 
tomer, he assumes that the custom- 
er’s feet are the same size, or rea- 
sonably so. Thousands, however, 
have two widely different sizes. 

Serving this group of mis-mates 
is Ruth Rubin and her National Odd 
Shoe Exchange. 

Because of the specialized nature 
of her project, Ruth Rubin consid- 
ers herself a kind of matchmaker. 
Her work is to arrange correspond- 
ence between strangers so that they 
can exchange shoes. In her files are 
the names, addresses and foot sizes 
of some 5000 amputees, polio vic- 
tims, and people who for one reason 
or another have one foot smaller 
than the other. 

Ruth Rubin was herself a polio 
victim in childhood and wears mis- 
mated shoes. The idea for setting 
up a correspondence bureau for mis- 
mates began during World War II, 
when she was serving as a social 
service therapist for the Jewish 
Federation in St. Louis. 

“During shoe rationing,” she ex- 
plained, “all of us whose feet were 
different sizes had a miserable time. 
As you recall, the allotment per year 
was three pairs of shoes, but we 
mis-mates had to buy two pairs to 
get one.” 

Her initial list of persons with 
major shoe problems came through 
the local St. Louis polio group. From 
analyzing the sizes, Ruth Rubin was 
able to see that mis-mates could be 
matched up to the mutual benefit of 
all involved. 

“For example, a person with a 
left foot measuring 7B and a right 
foot 5A could swap with someone 
needing a right 7B and a left 5A.” 

Miss Rubin knew, however, that 
the idea would be constructive only 
if a large enough file of names and 
sizes were built up so that requests 
for mis-mates’ names could be sup- 
plied. When full details of the cor- 
respondence bureau had been worked 
out, she wrote to Eleanor Roosevelt, 
explaining the National Odd Shoe 
Exchange. Mrs. Roosevelt’s response 
was immediate. She included the 
bureau in her nationally syndicated 
column. Mis-mates from all over 


the United States picked up the in- 
formation and wrote to Miss Rubin. 

At present the clearing house for 
shoe sizes contains names of mis- 
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Exchange Plan Seeks Shoes of Differing Size to Pair Up 


Ruth Rubin with some of the pairs of 

shoes of differing sizes she has succeeded 

in bringing together as a result of her 
National Odd Shoe Exchange. 


mates from Canada, Hawaii, Japan, 
Germany, Syria and other far-away 
places. The annual fee of one dollar 
helps cover the cost of operating this 
philanthropic exchange. The ex- 
change does not deal with shoes, but 
with names of persons of similar 
ages and tastes in shoe styles. When 
two persons wearing the exact op- 









posites are discovered, they are 
notified. They make their own ar- 
rangements for the disposal of shoes 
they now have and for the purchase 
of future pairs. Often when one 
mis-mate lives in an outlying area 
away from retail stores, the other 
mis-mate takes over the buying for 
both of them. 

In spite of careful budgeting, 
Miss Rubin’s National Odd Shoe 
Exchange is financially unreward- 
ing and she finds herself drawing 
from her personal funds to cover 
expenses. Because of her enthus- 
iasm for the project, and her firm 
belief that the National Odd Shoe 
Exchange performs a real service 
to mis-mates, Miss Rubin hopes that 
eventually some national welfare 
group or shoe manufacturer will 
take over sponsorship. 

She has continued to use her 
maiden name during the 12 years 
that this unique bureau has been in 
operation. Her husband, Eugene J. 
Feldman, is associated with the re- 
tail shoe business. National Odd 
Shoe Exchange makes its head- 
quarters at 1415 Ocean Front, Santa 
Monica, Calif. 





Acceptance of Red Hits Peak at Grand Rapids Shoe Fair 


GRAND RAPIDS, MICH. — Buy- 
ing started off at a good pace and 
ended up slightly better than aver- 
age at the Grand Rapids Shoe Fair 
held at the Pantlind Hotel here. 

Buyers came from a wider area 
than in other years. Many orders 
were for immediate delivery. 

A turn around the 25 exhibits 
showed that red hit a new high; 
casuals, both men’s and women’s, 
were lighter and airier in appear- 
ance; Ivy Leagues and Shuloks 
ranked high in men’s and boys’ 
footwear, and the modified toe won 
out in women’s shoes. 

In feminine footwear, patent 
leather for dress accounted for 38 
per cent of sales. Red led off with 
beige and blue tying for second, 
and brown running last. Black calf 
with a combination of tweeds 
marked 12 per cent of sales. 

Most noticeable was across the 
board acceptance of the modified 
toe. The needle toe has taken sec- 
ond place with the exception of 
very high-styled lines. 

Open casuals showed a _ strong 
improvement and a_ new finish, 
“Getchi,’ proved popular. There 
was a strong boost in straws with 






or without color, and interest con- 
tinued in nylon mesh in staple 
shoes. Vinyl spring-o-lators remained 
high and gaining. 

In men’s shoes, black aside from 


seasonal leathers, was first for 
dress. 
Ivy League saddle, with the 


buckle in the back, was high in 
demand for boys, and stitch-and- 
turn proved prominent in both 
younger men’s and adult lines. The 
Shulok continued in importance 
with popularity increasing. Ripple 
soles were very strong. 

Bamboo glove leather and tawny 
tans were out front and white cas- 
uals were good. College and high 
school demand was for “dirty buck.” 

Children’s shoes showed the adult 
trend toward the modified toe in 
girl’s wear and the Shulok in boys’ 
shoes. Again red was prominent. 

Colonial pumps and straps in 
gray pigskin were well received, 
and patents for dress were again 
in demand for girls. Vicuna tan 
straps in girls’ shoes and I-straps 
were good. “Hookeye” and Ivy 
League “Gum Drops” were well 
received, also oxfords with black 
crepe soles. 
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Lighting Plays Leading Role 
In New Ohio Shoe Store 


CLEVELAND—The demand for 
larger quarters led to the recent 
opening of a new, enlarged store 
for Thalls Shoe Store, Fairport 
Harbor, Ohio. 

This new store, designed with a 
highly efficient lighting system, has 





Special spot lights along the inside of 
the show windows can be adjusted to 
hit any shoe grouping desired. Incandes- 
cents along the perimeter of the marque 
light up the entire sidewalk in front of 
the store. 

succeeded, according to owner Don 
Thall, in increasing the company’s 
business dramatically in its first 
four months of operation. 

The new store’s exterior features 
open type show windows, shielded 
by an extended marque that juts 
out over the sidewalk. The marque 
is equipped with recessed Hi Hat 
units installed around the perim- 
eter and equipped with spot lights. 

The show windows, which give 
a full view into the store’s interior 
are designed with recessed incan- 
descent units mounted along the 
window line, each equipped with 
flood lights. 

The lighting system for the store 
interior consists of a complete 
luminous plastic ceiling. Rows of 
six-inch slimline lamps are mount- 
ed above the plastic ceiling, pro- 
ducing an evenly distributed light. 

The selling area of the store 
features an all-open stock arrange- 
ment with stock shelves covering 
the three main walls. Pastel up- 
holstered duran chairs and light 
wood cases add to the overall effect 
of brightness. 

Thall’s Shoe Store first opened 
in Fairport Harbor a few blocks 
away from the present new site. 
Although a family shoe operation, 
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Thall’s children’s 
shoes. 

Located in a _ semi-resort area, 
Thalls draws 60 per cent of its 
trade from Fairport Harbor’s popu- 
lation of 4,500, with the remaining 
40 per cent coming from surround- 
ing towns including Perry, LeRoy, 
Chardon, Painsville and Eastlake. 


specializes in 





Temporary Site Switch 
For Allied Shoe Exhibit 


NEW YORK — The Allied Shoe 
Products and Style Exhibit is shift- 


ing its advance fall and winter 
showing to the Sheraton-McAlpin 
Hotel to avoid a conflict of dates, 
the group’s advisory committee an- 
nounced. 

The date formerly announced, 
February 22-25, remains the same. 

The committee said the exhibit 
would return to the Trade Show 
Building at 35th Street and Eighth 
Avenue for the advance Spring and 
Summer showing, August 2-5, 1958. 

Both exhibits will coincide with 
the Leather Shows at the Waldorf- 
Astoria Hotel. 





HAME 


LEATHER LININGS 
Kid and Lambskins 





SHOES LOOK NEW LONGER 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


with Hamel Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 
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World’s Largest Tanners of Leather Linings 
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Hess Shoes Promoting Vivid New Red Shade 


BALTIMORE—The accent is on by children. The red is available at 
color at Hess Shoes—a vibrant new the downtown store and its three 
red for women developed by the suburban branches. 

Hess organization itself and adver- ‘“‘Pretty Darn Red’’ extends 
tised as “Pretty Darn Red.” The through the entire Hess style se- 
promotion got under way with a quence and price range—$11.95 to 
full-page ad in the Baltimore Sun. $29.95. Matching handbags go for 

Meanwhile shoe windows dis- $5 to $25. 
played the new color along with rep- Ned Hess, president, says a few 
licas of parrots squawking “Pretty other ads are planned before Christ- 
Darn Red,” and a tie-in with “red mas but the real drive will come 
hots”—small red candies cherished later. He expects “Pretty Darn 
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Red” to be a top spring seller last- 
ing through Easter. 

The new color is a truly brilliant 
hue pitched to women who have 
been buying heavily in the blacks 
this fall. 

“Everything goes with our new 
‘pretty darn red’ shoes,” the ad copy 
reads. “They’re the vivid exclama- 
tion point of every texture, the foot- 
light of every color . . . dramatic 
with blacks . . . perfect with navy 

. . gay with gray and neutrals. . 
and beautiful with brown... .” 


National Shoes, Inc., Opens 
Two More New Stores 

NEW YORK — National Shoes, 
Inc., currently in the largest expan- 
sion program of its 35-year history, 


opened stores 144 and 145 in 
Springfield, N. J., and West Islip, 
L. i. 


The Springfield unit is equal in 
size to three of the firm’s standard 
stores combined. It has about 8,500 
square feet, with more than 7,000 
square feet of selling area. It is situ- 
ated on a one-and-one-half-acre “‘is- 
land” just east of the intersection 
of Springfield Avenue on Highway 
22. 

The store’s glass exterior, framed 
by turquoise brick, serves as a 
clear-view showcase for separate 
service areas for men’s, women’s, 
and children’s shoes, picturesque 
carousel display units, special bars 
and counters for _ self-selection 
shopping, luxurious carpeting, and 
year-round air-conditioning. 

Of special interest to the younger 
set will be a gaily decorated “Small 
Fry Theatre” arcade equipped with 
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FREE KLEENETTE FOLDERS AND MERCHANDISING TAGS NOW AVAILABLE FOR 
KLEENETTE UPPERED SHOES. WRITE A. H. ROSS & SONS CO. CHICAGO 22, ILLINOIS 





|than 10 years. 
' cently manager of the chain’s store 










the latest in suitable “view-it-your- 
self’ movies of nickelodeon variety. 

Manager of the Springfield store 
will be Victor Silver, who has been 
associated with National Shoes more 
He was most re- 


in Plainfield, N. J. Serving as as- 
sistant manager will be Hy Gray, 
who held the same position at a Na- 
tional store in Newark, N. J. 

The West Islip store will be man- 
aged by Robert Gobetz, who has 
been with the firm 22 years and 
formerly served as manager of the 
National Shoes store in Bayshore, 
L. I. Seymour Weiss, previously as- 
sistant manager of the National 
unit in Smithtown, L. I., will assist 
Mr. Gobetz. 
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Appraisal of Shopping Center 
On Convention Agenda 


NEW YORK—One of the general 
merchandising sessions of the Na- 
tional Retail Dry Goods Associa- 
tion’s 47th annual convention, Jan- 
uary 6-9, 1958, at the Hotel Statler, 
New York, will take a penetrating 
look at “Shopping Centers: An Ap- 
praisal of their Accomplishments, 
Problems, Future.” Some of the 
nation’s outstanding merchants will 
discuss the validity of the recur- 
ring reports that shopping centers 
have been overbuilt. 

Scheduled to address this session 
are James B. Douglas, president, 
Northgate, and executive vice-pres- 
ident, Bergen Mall Shopping Cen- 
ters, who will talk on “Where is 
the Shopping Center Headed?” 
Horace Carpenter, Jr., vice-presi- 
dent and general manager, East- 
land Center, Inc., Detroit, will dis- 
cuss “Developing the Shopping 
Center’s Potential’; Gunnar Myk- 
land, vice-president and general 
manager, Cherry Creek Shopping 
Center, Denver, will speak on 
“Shopping Center Management 
Problems.” 

Bernard L. Litvak, vice-president 
and general manager, Lit Bros., 
Philadelphia, will speak on “Mer- 
chandising Problems in Branch 
Stores’; Charles S. Thorn, vice- 
president, Redbook magazine, will 
talk on “The Shopping Center Cus- 
tomer: Why She Acts as She Does.” 





Retailer May Abandon Shoes 
In Favor of Rocket Business 


NORFOLK, NEB.—It is a far ery 
from selling shoes to selling flying 
missiles, but Orville Carlisle, who 
operates a shoe store here, is seri- 
ously considering making the 
change. 

Early this past fall a story was 
published about a toy rocket he de- 
veloped and which he expected to 
put on the market at about $8. Ina 
period of five weeks he has received 
more than 1,500 letters. More let- 
ters continue to pour in at the rate 
of 30 to 50 a day. Most of the cor- 
respondents want to buy his toy 
rockets and a majority enclose the 
money in advance. 

Mr. Carlisle said he may have to 
give up the shoe retailing business 
to concentrate on his rocket busi- 
ness. He doesn’t have much time to 
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research organizations and the like. 
The first rocket, named _ the 
“Rock-a-Chute,” will be a_ scale 
model of the Navy’s Aerobee-Hi re- 
search rocket. Mr. Carlisle plans 
many others, including two and 
three-stage models that will soar to 
3,000 feet and more. The rocket is 
propelled by a solid propellant de- 
veloped by the shoe merchant. 


sell shoes what with answering the 
letters, he explained. 

The Carlisle rockets are sched- 
uled to appear on the market about 
January 1. A firm in Clinton, Mo., 
will manufacture them, and the 
Norfolk shoe merchant has formed 
a corporation to handle the busi- 
ness. 

Inquiry has come from most of 
the states as well as Canada and 
South America. A lot of long dis- 
tance telephone calls also have been 
received. Many of the inquiries 
have come from schools, colleges, 


— 





Cosmo Montaquila, for 13 years with 
Thom McAn, has become manager of 
the family shoe store operated by Fain’s 
Department Stores, Inc., 602 Charles 
Street, Providence, R. I. 








FOOTWEAR 


FOOTWEAR 

















Smartest Cash Register 
Mates for 1958 


In Canvas — quality and style for every 
member of the family for indoor sports and 
outdoor use. In Casuals — striking new 
colors, new fabrics, new designs. Every pair, 
Canvas or Casual, geared to extra volume at 
full profit mark-ups. 
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E xpanded line of 
men’s casuals 
colorful, cool 


General purpose shoes and comfortable 


for athletic and 
all-round use 



















Popular aliade 

wanted styles, in a 
complete range for 
the whole family 


Coolettes — high-style, 
popular- priced 
women's and misses’ 
washable casuals 














CONVERSE RUBBER COMPANY matoen 48, massacnusetrs 


Chicago Branch: 2000 Mannheim Road, Melrose Park, Il. 
100 Freeway Bivd., So. San Francisco « 241 Church St., New York 13, N. Y. 

















Three New Edison Stores Were Opened in November 


ST. LOUIS — Edison Brothers 
Stores, Inc., opened three new 
stores during November, bringing 
the total number of that firm’s out- 
lets to 320. 

November openings included 
Burt’s in downtown New Orleans, 
Leed’s in downtown Hayward, 
Calif., and Chandler’s in the Bergen 
Mall Shopping Center, Bergen 
County, N. J. In addition, one es- 
tablished store, Baker’s in Jackson- 


ville, Fla., moved to a new location. 

The New Orleans Burt’s gives 
Edison Brothers six stores in that 
city, three Burt’s, two Baker’s and 
one Chandler’s. The new Burt’s is 
located in a four-story structure at 
1011 Canal Street. 

Bob Gene Wright was appointed 
manager of the new Leed’s in Hay- 
ward, Calif., with Frank Apple- 
baum assistant manager. This is 
the firm’s 16th Leed’s store in the 





O.: service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 





San Francisco Bay area. 

The opening of Chandler’s in Ber- 
gen Mall Shopping Center gives 
Edison Brothers eight Chandler’s 
units in the New York-Jersey trad- 
ing area, according to Elmer Jef- 
fryes, regional manager. Fred Lipp- 
ner was assigned the managership 
of the store, which ranks among 
the larger Edison units. It presents 
a 76 foot wide expanse of glass 
framed in stone in a series of pan- 
els serving as show windows. 

The Baker’s in Jacksonville, Fla., 
which has been located at 114 Main 
Street since its opening in 1929, 
reopened in November at a new 
corner location, 102 North Main 
Street, at Forsyth. The new store 
is more than double the size of the 
old one. 

According to Robert Harper, re- 
gional manager, this Baker’s brings 
a new architectural concept to Jack- 
sonville’s downtown business sec- 
tion. The Main street facade is in 
four different patterns of ceramic 
tile in varying shades of blue and 
white. Milton Brown, who managed 
the former Baker’s store, has been 
named manager of the new unit. 


Men’s Footwear a Feature 
Of Women’s Club Style Show 


CHEYENNE, WYO. — Inclusion 
of men’s shoes in the modeling at a 
fashion show sponsored by the Wo- 
men’s Civic League proved to be a 
very popular feature, it was re- 
ported by Richard Chaney, owner 
of the Cheyenne Shoe Store and 
Dick’s Bootery, who provided both 
the men’s and women’s style shoes 
for the event. The style show here- 
tofore has concentrated on high 
style for women, and both the size 
of the crowd and interest expressed 
were favorably influenced by the 
wider approach, he stated. 

Theme of the annual show was 
“Fashions Around the Clock.” Mr. 
and Mrs. Chaney selected a shoe 
wardrobe of casual, street and 
formal styles for both men and 
women, along with bags for the 
women, to fit the new 1958 cos- 
tumes and styles. 

All available tickets for the af- 
fair were sold a week ahead of time. 
Proceeds went to a rheumatic fever 
control program in the local 
schools. 
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for vibrant orange and melon 


Advance Spring Regal Window at PPSSA tines!" Pomare, coral for vibrant 








The Regal Shoe Company spring win- 
dow, above, was unveiled for inspec- 
tion during the PPSSA four months in 
advance. It calls attention to the 
American Family Shoe Wardrobe Pro- 
motion to be conducted nationally by 
National Shoe Institute representing 
the four major shoe industry groups. 
A striking departure, the commanding 
center piece in the window is a six- 
foot, seven-inch mosaic in oil, duplicat- 
ing an ancient Byzantine art. 


Old Firm Opens New Unit 
In Hartford Shopping Center 


UTICA, N. Y.—C. Sautter’s Sons, 
Inc., the seventh oldest shoe busi- 
ness in the United States, is repre- 
sented at the New Hartford Shop- 
ping Center by a new store which 
will be operated in addition to that 
at 114-8 Genesee Street. 

The firm was established in 1848. 
George W. Storm is manager and 
William A. McHale, assistant man- 
ager. 

National Stores also opened a new 
unit in the center. 

Carrying a complete line of in- 
fants’ children’s and men’s and 
women’s footwear, the store offers 
budget-priced merchandise. Self- 
selection is featured for the casuals 
and slippers in the women’s lines. 

Herman Friedman, manager, 
comes to New Hartford from the 
company’s Salina Street store in 
Syracuse, where he was assistant 
manager. 








Hosiery Colors in Wide Range 
For Spring-Summer, 1958 
NEW YORK — Hanes Hosiery, 
Inc., announced the following colors 
in Hanes stockings for spring- 
summer 1958. There are six promo- 
tional colors: Samoa, pale golden 
tone for yellow, gold, green; Paw- 
paw, pale gray-green for smoky 
greens and beiges; Tiki, apricot 
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pink to red tones; Blue Lagoon, 
misted blue for bright blues, Flight 
blue, navy; Aloha, cool gray for 
grays and blues. 

Basic colors are also six in 
number: Nude, skin tone for pale 
pastels to vibrant colors; Shell, sun 
tan for white, brilliant blues, reds, 
greens; South Pacific, sun copper 
for black or white, Benedictine 
browns; Bali Rose, rose beige for 
rose reds, light navy, pink to lilac; 
Barely There, blonde beige for 
beige browns, soft greens, blues: 
Saipan, beige taupe for string 
beiges, bone, burlap, mocha. 

















(Out-sells ’em all !) 


There are 4 good reasons why Brezner Splits rank FIRST in 
SALES. Tanned as meticulously as top side leathers, 
BREZNER SPLITS: 


V Slash costs for volume buyers, yet maintain 
uniform quality 


V_ Look and wear like many a costly leather 
V Cut easily and economically 


V Offer a wide selection of fashion-wise finishes, colors 


Send for swatches or contact your representative TODAY ! 


Representatives in All the World's Leading Leather Markets 


THE BREZNER DIVISION of ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 
"Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 










About Shoe People 











Gude’s shoe store has just been 
opened in the Broadway Orange 
County Shopping Center at 459 
North Loara Street in Anaheim, 
Calif., home of Disneyland. It is the 
second new store to be opened by 
Gude’s this fall. William Spain, 
former assistant manager of Gude’s 
Westwood store in suburban Los 
Angeles, has been appointed man- 
ager of the Anaheim unit. 













































































Bernie Scheinmann, owner of 
Continental Footwear Inc., New 
York City, is away on a month’s 
tour abroad during which he will 
visit Paris, Rome, Frankfurt and 
Tel Aviv, Israel, in search of new 
style ideas. 

* * 


Hy Levinson has been named man- 
ager-buyer of Sibley, Lindsay & Curr 
Company’s women’s shoe department 
in the Hudson-Titus Shopping Plaza, 



























































BOOT CO. 


126 Glass Street 














IT’S GOOD BUSINESS TO STOCK LONE STAR COWBOY BOOTS - TEXAS’ 
GREATEST POPULAR PRICED COWBOY BOOT LINE. Write for Catalog. 


DALLAS, TEXAS ma 
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» FOR MIMSELF... FREEMAN SHOES 
FOR MEN ARE FEATURED FACLUSIVELY 
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FREEMEN SHOES FOR THE LAST 26 YEARS. 
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Irondequoit, a Rochester, N. Y., suburb. 
Mr. Levinson formerly managed Sib- 
ley’s shoe department in the Eastway 
Plaza branch, Rochester. Succeeding 
him at Eastway is William McGee. 

* * * 

Mario D. Ferrari, owner of Peters 
Shoe Store, 471 State Street, Rochester, 
has opened a branch store at 1677 
Mt. Hope Avenue, former location of 
Heller’s Bootery. Eli H. Heller, who 
operated the latter store for a number 
of years, recently discontinued busi- 
ness. He is reported to have interests 
in Florida. In addition to operating 
these two family shoe stores, Mr. Fer- 
rari, conducts a leased department 
in Bond’s Manor Park store. 


Hans Weinberg, of Forest Hills, 
Long Island, has reached his first dec- 
ade as a representative for the Ed 
White Junior Shoe Company of Para- 
gould, Ark., in New England and New 
York, except for metropolitan New 
York City. He is a member of the 
Empire State Footwear Association 
and the Boston Shoe Travelers. 

* * * 

Irving Potash has been appointed 
manager of the A. S. Beck shoe store in 
Rochester, N. Y. Formerly assistant 
manager of the store, Mr. Potash suc- 
ceeds Ernest K. France who is now 
manager of a Beck store in the Uni- 
versity Heights section of Cleveland. 


Obituaries 


Hugh D. Lyle, Jr. 


ST. LOUIS—Hugh D. Lyle, Jr., of 
Camille Designs, Inc., died suddenly 
in St. Louis November 30 following 
an attack of influenza. Cause of 
death was given as pneumonia. Mr. 
Lyle was 32 years old and had been 
associated with Camille Designs, 
Inc., for the past five years. His 
widow and two small children sur- 
vive. He was a native of Nashville, 
Tenn. 





Joseph H. Isenberg 


YOUNGSTOWN, O.—Joseph H. 
Isenberg, 74, owner of the Economy 
Shoe Store in nearby Sharon, Pa., 
from 1914 to 1951, died here after 
a long illness. He came to Amer- 
ica in 1891. After retiring in 1951 
from his store in Sharon, he moved 
to Youngstown. 

He is survived by his widow, 
Anna; a daughter, Mrs. Allen Mir- 
kin, Youngstown; three sons, Alvin 
R., Los Angeles; Melvin W., State 
College, Pa.; and Sidney, Kenton, 
O.; a brother, and three sisters and 
seven grandchildren. 
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E. J. Walker 


WAKEFIELD, MASS.—Funeral 
services were held on November 20, 
for E. J. Walker 69, senior sales 
representative for L. B. Evans’ Son 
Company of Wakefield. 

Mr. Walker became associated 
with the company in 1933 and was 
an active representative of the firm 
until a few months before his death. 

He is survived by his widow, Mae, 
a son Gordon, and two grandchil- 
dren, Scott and Nancy. His son was 
associated with him in a sales ca- 
pacity. Mr. Walker was among the 
best-known and well-liked shoe trav- 
elers in the midwest. 


Walter E. Neiles 


HARRISBURG, PA. — Walter E. 
Neiles, manager of the G. R. Kinney 
shoe store at 314 Market Street here, 
has died. He was 43 years old. 

Mr. Neiles was a Kinney employe 
for more than 20 years. He had been 
manager of the Kinney store in Win- 
chester, Va., before coming to Har- 
risburg. 

He is survived by his widow, Mrs. 
Adelene Meloy Neiles; a daughter, 
Ann, a student nurse at Polyclinic 
Hospital; a sister, Mrs. G. Alfred 
Noggle, of Carlisle, Pa., and two 
brothers, Robert S. and Albert A., 
also of Carlisle. 


Nathan Shine 

FORT WAYNE, IND. — Nathan 
Shine, 72, president of Shine Shoe 
Stores, Inc., died November 13 at 
Lutheran Hospital, where he had 
been a patient for the past four 
months. He had lived in Fort Wayne 
for 46 years. 

He was a member of Achduth 
Vesholom Temple, Masonic Lodge, 
Elks Lodge, BPOE, Fort Wayne 
Country Club, and B’nai B’rith. He 
is survived by his widow, Myrtle; 
a son, Leroy H., of Fort Wayne; 
two sisters, Leah Shine, and Mrs. 
A. M. Rothbart of Chicago; and a 
brother, Adolph, also of Chicago. 


Raymond A. Pursell 


THREE RIVERS, MICH.—Ray- 
mond A. Pursell, a salesman for In- 
ternational Shoe Company of St. 
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Louis, died in an auto-truck collision. 
He was 42 years of age. Prior to 
his present position, he was associ- 
ated with the Peterson Shoe Store 
here. 

A native of Three Rivers, Mr. 
Pursell served in the Navy during 
World War II. 

He is survived by his widow, 
Mary; a daughter, Patricia; his 
mother, Mrs. Edna M. Pursell; a 
sister, Mrs. Gordon Galbreath, and 
a brother, Edgar L. Pursell, all of 
Sturgis, Mich. 





James G. Mazur 

ST. LOUIS—James G. Mazur, one 
of the five original salesmen who 
started with Vitality division of In- 
ternational Shoe Company at its 
founding in 1929, died November 18 
of a heart attack at his home in In- 
dianapolis. He was 74. 

For many years before his retire- 
ment, Mr. Mazur traveled Illinois 
and Iowa. He is survived by three 
brothers and a sister, all of In- 
dianapolis. 
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bons 


a o> wishes for a joyous 
Holiday season, and fora 


New Year filled with 
happiness, success, and prosperity 


business. 


A complete line of comfortable, attractive, 
fine-quality footwear for women 











THE WALKER T. DICKERSON COMPANY 
326 South Front Street, Columbus 15, Ohio * CA 4-1168 
In New York: 417 Marbridge Building 





What’s New 





Self Plastic A 





plicator Features New Cream Polish Tube 


Convenience of use and a full color range are two features of Miller Shoe & 
Leather Cream, a new product of O. A. Miller Company, Plymouth, N. H. 


PLYMOUTH, N. H.—A_ new polish, 
known as Miller Shoe & Leather Cream, 
has been introduced by the O. A. Miller 
Company, here. General Manager R. 
H. Daniels, in announcing the new 
polish, said that it is one of the easiest 


and cleanest to use since the removal of 
the tube cap reveals a plastic sponge 
onto which the polish is squeezed. 
This sponge serves as an applicator 
and a light application is all that is 
necessary. No brush is needed, Mr. 


Daniels said, and a rich luster can be 
had by buffing with a soft clean cloth. 

Miller Shoe & Leather Cream is of- 
fered in a range of browns, in black 
and in neutral, mahogany, green, red, 
blue and white—a total of 12 standard 
colors. Other shades of these colors and 
special colors such as gray, coral, light 
blue can be obtained on special order. 





Children’s Protective Shoes 
Now Carry Self Identification 


LOVELAND, O.—‘“Look Mother, 
I can tell they’re mine,” is the new 
selling slogan, backed by a new 
identification device, introduced by 
So-Lo Marx Rubber Company, mak- 
ers of Totes, for their children’s 
protective footwear. 

Embossed on the back of each 
rubber is an easily recognized de- 
sign: an umbrella, a fish, a heart, 
a tulip, a moon and others, nearly 
200 in number. A_ small child 
quickly learns that he “is a fish” 
or a moon and teacher or parent 
has no trouble in disentangling the 
right pair from among the others. 
Care will be taken in shipping to 
an individual store to furnish a 
wide range of the designs. 

















Genuine Shell Cordovan 
FOOT KING@ 


iio 


Goodyear Welts 
IN STOCK 







37900271 
Men's 6 to 

12, B, D widths. 

Price $8.50 net. 


Genuine shell cordovan, mahogany colors. Seamless 
blucher pattern, eyelet stay, quarter seam. Leather 
storm welt, wheeled heel seat, neolite top lift hard 
heel, mid sole. Oak Bend leather outside. Anti-fungus 
drill. No. 79002Y1, Men's sizes 6 to 12, widths B & D. 
$8.50 net. 


SHU-LOKS® NOW IN CHILD'S 8-12 Pollyanna. 
RIPPLE SOLE® shoes stocked A to EEE. 
WELLINGTONS — CHUKKERS — IVY LEAGUES 


Foot King's Extra Features Sell More Shoes. 
Dept. 1215, The A. S. Kreider & Son Co., PALMYRA, PA. 














EPHRATA is the Line with a Future for You! 
YOUR OWN PRIVATE BRAND 


In 
Fine Quality 


JUVENILE SHOES 
to Retail Profitably 
$500 to $750 


Send for Catalog 


EPHRATA SHOE COMPANY 
EPHRATA PENNSYLVANIA 








is 
GAIN ADDED. = 
SALES 2 


WELLco 






FOR “THE WALK THAT RELAXES” 


wachagit Ye = 
SLIPPERS > ss 


WELLCO SHOE CORP., Waynesville, N. C. 
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Hack, they SELL... 
‘cause they PROPEL! 


‘RIPPLE Sole. 


THE ONLY SOLE THAT W-A-L-K-S FOR YOU 


Patented in the U.S. and other countries 
Write for information: *TM of RIPPLE SOLE CORP. 


BEEBE RUBBER COMPANY 


Nashua New Hampshire 
Manufactured under license of RIPPLE SOLE CORPORATION 


43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor’s phone 
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CANCELLATION SHOE*STORE OWNERS: 


CAN FOOL YOU 


BIL* 











number today. 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 


uckios: 


47 W. 34 St., New York 1,N.Y —= OX 5-3375 
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1215 Wash 


CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N.Y.—Alexandria Hotel, Los Angeles 





“WHILE IN TOWN SEE WEIL" 




















The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 












sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 
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ton Ave., St. Louis 3, Mo. 
CE. 1-3762 






Quality Shoes Since ‘32 
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Woodworking Firm Makes 
Hanging Shoe Polish Kit 
ROCKLAND, MASS.—The D and 
L. Woodworking Company, here, is 
introducing a home shoe polishing 
kit which can be hung on the wall, 











Newest wrinkle in shoe polish kits. It 
can be hung on the wall when not in use. 


4 out of the way when not in use. 
Made of brown mahogany ply- 
wood, the hollow container, opened 
e up in front so that contents are 
readily seen, is eight and one-half 
inches wide, eight inches deep and 
only three inches thick. The kit 
comes filled with two brushes, two 
daubers, two polishing cloths and 
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two cans of Esquire polish, black 
and brown. 

Originator of this idea is Louis 
Lelyveld, a veteran salesman for the 
Converse Rubber Company. 

The shoe polish wall kit is offered 
for resale to shoe stores. 





Torch Introduces Display 
Stand for Packaged Rubbers 


NEW YORK—Torch Rubber Com- 
pany offers a new counter display 
stand for its packaged rubbers. 
Only twelve inches wide at the 
base, it holds enough cases for an 
adequate display. 

Torch Rubber Company also pre- 
sents a new concept in men’s 
waterproof “Globe Trotters,” made 
of latex, weighing approximately 
only seven ounces. Made in either 
a plaid snap pouch or in a plaid 
zipper case, sizes run from small, 
medium, large to extra large. 

“Puddle Jumpers” are made for 
children. They are featured as “on 
and off in a jiffy,” easy for children 
to put on themselves. 

They come in two styles: a high 
cut sandal packaged in a plaid snap 





pouch and an ankle high bootee 
packaged in a carry-all tie string 
plaid bag. Both are made in sizes 
from 5 to 12 and 13 to 3. The colors 
are red and brown in all sizes in 
both styles. 
















Aluminum Fabric Shoe 
Making Debut After Research 



















Aluminum goes high fashion in this lus- 
trous new pointed-toe pump. Woven of 
aluminum strands the shoe is trimmed 
with a gunmetal kid vamp inset and in- 
step tongue. Developed by J. & J. Slater 
Company of New York, the new fabric is 
the result of a year and a half of inten- 
sive research, and is making its debut in 
a number of different shoe styles. 
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INCREASE 


in 24 months of selling 
Dr. Posner children’s shoes 


Mrs. Laura G. Gibling opened Giblings’ Footwear 

in Ramsey, New Jersey three years ago! Today she owns 
one of the state’s leading juvenile shoe stores. 

Want to be your community’s number one children’s 
shoe store? Call, write or wire for complete information 


about a Dr. Posner franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 





Gimbels, Philadelphia, Wins 
Red Cross Display Contest 


CINCINNATI—First prize in the 
Red Cross Shoe Company’s window 
display contest in Division 1—cities 
of more than 100,000 population— 
was a tie. 

Harry Robinson, advertising man- 
ager of the U. S. Shoe Corporation, 
said duplicate prizes were awarded 
to Gimbel Brothers, Philadelphia, 
and Elder & Johnston, Dayton, O., 
in this category. 

Second prize went to McAlpin 
Company, Cincinnati, and third prize, 
to Younker Brothers, Des Moines. 

The contest was staged earlier this 
fall in connection with Red Cross’s 
“Today’s American Women” promo- 
tion, which drew entries from more 
than 500 stores. 

Other winners were Hofheimer’s, 
Inc., Norfolk; Milgram’s, Gary, Ind.; 
Richards, Boston; Wallace Company, 
Schenectady ; Hour Shoe Store, Mon- 
terey, Calif. and Dennis Shoe Store, 
Haverhill, Mass. 


Trade 


Literature 


Assistant Shoe Manager 
Writes Story of His Youth 


Journey Through the Springtime, 
by John Riley Wyatt, 151 pp. The 
Vantage Press, New York, N. Y. 


The assistant manager of the Bir] 
Adams Shoe Store, Aberdeen, 
Wash., has written in a direct and 
personal way the story of his youth. 
Urged to write the book by his 
friends, who enjoyed hearing him 
tell about his boyhood experiences, 
he has told the story of his child- 
hood and adolescence. 

Mr. Wyatt’s father was a restless 
man who could “never stay in one 
place long enough to hardly get ac- 
quainted.” Three or four years was 
about the limit. But in the spring 
of 1929 he and his family set out 
from Wichita to return to the old 
home in Arkansas. There, on a 
farm, in the hard depression years, 
John grew up. 

The book is full of the feeling of 
boyhood, family life, fishing, hunt- 
ing, swimming, farm work, camp 
meetings and the Arkansas coun- 
tryside. It is written with sensi- 
tivity and feeling. 
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DES PLAINES, ILL.—A long 
range testing program on heels for 
women’s shoes has been inaugurated 
at the new Borg-Warner research 
center here. It covers research, de- 
velopment and experimentation. 

The program was inaugurated by 
Marbon Chemical division of Borg- 
Warner, of Gary, Ind. It is designed 
to test Cyolac, the firm’s thermo- 
plastic resin used in the production 
of heels for women’s shoes. Engi- 
neers of both Marbon Chemical and 
Borg-Warner are working together 
to develop the specific testing ap- 
paratus, machinery, and techniques 
necessary. 

Tests will include stress, strain, 
shock, and impact. It is reported 
that until now, such information has 
been unavailable to manufacturers 
who produce heels for women’s 
shoes. It will be released to the 
trade as a public service as it be- 
comes available. 

It will be aimed at helping manu- 
facturers understand the basic fac- 
tors required in production of better 


Borg-Warner Division Tests Material foe Women’ s Heels 





Giant electronic computers which en- 

gineers are using to calculate stress and 

strain data of new resin for women's 
shoe heels. 


looking, longer wearing shoe heels. 
According to company officials, the 
program will require an investment 
of approximately $125,000. 





Mid-Atlantic Votes Associate Membership; Elects Palmer 


PHILADELPHIA — Approval of 
limited associate membership and 
election of officers highlighted the 
recent meeting of the Middle Atlan- 
tic Shoe Travelers’ Association, Inc., 
here. 

The group voted to offer associate 
membership on a tentative two-year 
basis to eligible travelers in the 
Middle Atlantic area for a nominal 
fee. This is intended to give many 
travelers the opportunity of discov- 
ering the advantages of full mem- 
bership. At the end of the two 
years the associate member will 
have the option of becoming a full 
member or leaving. Membership in 
210 Associates is a condition of 
membership. 

The panel of officers elected were 
Walter P. Palmer, Gerberich Payne 
Shoe Company and Ephrata Shoe 
Company, president; Morris Ober- 
field, M. Beckerman & Sons, Inc., 
first vice-president; Jack Weisman, 
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Sandler of Boston, second vice-presi- 
dent, and Joe Bannak, Fleet Air 
Shoes, secretary-treasurer. 

The group also voted to amal- 
gamate its golf outing next spring 
with the Philadelphia Shoe and 
Leather Golf Association. The out- 
ing is scheduled for June 6 in the 
Philmont Country Club. 





New Pittsburgh Warehouse 


PITTSBURGH — Robert E. 
Comins, who has _ represented 
Huskies in this area for the past 
six years, opened a new warehouse 
and showroom recently. More than 
200 Pennsylvania and West Vir- 
ginia retailers attended. 

Heading the conducted tour of 
the modern 24,000 square feet 
building was William Manowitz, 
president of the Hussco Shoe Com- 
pany. The new warehouse employs 
a conveyor belt system and truck 
bays for faster service. 









Bender Shoe Firm Expands 
Plant After 9-Year Climb 


SOMERSET, PA.— The Bender 
Shoe Company occupied additions 
to its plant after an open house. 
The firm said the expansion re- 
flects a continuous increase in busi- 
ness during the past nine years. 

A stockroom addition of 1,900 
square feet and office space of 1,- 
400 square feet has freed floor 
space for expended production of 
the firm’s own line, Young Benders. 

Originally the company produced 
only make-up shoes, but in 1950 
stock shoes were added in a small 
way. The stock portion of the busi- 
ness grew until today more than 70 
per cent of the factory production 
goes through the stock department. 

Twelve salesmen carry Young 
Bender samples principally in 
northeastern United States. Ray F. 
Bender, president and treasurer of 
the firm, was for 25 years general 
manager of the A. N. Wolf Shoe 
Company in Denver before he came 
here in 1948 to organize the com- 
pany. 


P. I. Volk Memorial Fund 
Now at the Half-Way Mark 


BALTIMORE—Collections for the 
$5,000 P. Irvin Volk Memorial Fund 
had reached the half-way mark by 
mid-November, according to David 
Trager, chairman of the fund-rais- 
ing committee. 

The fund, dedicated to the mem- 
cry of Mr. Volk, who died last 
April 17, will be used to equip a 
surgical operating room at the Ker- 
nan Hospital for Crippled Children. 
Mr. Volk was a partner in P. H. Volk 
& Co., shoe jobbers. He was vitally 
interested in medical and surgical 
care for crippled children during his 
lifetime. 

The memorial fund drive is spon- 
sored jointly by the Baltimore Shoe 
Club and the Associated Shoe Trav- 
elers of Baltimore. 





USMC, Allied, Settlement 


BOSTON United Shoe Ma- 
chinery Corporation announced that 
the litigation between the Allied 
Shoe Machinery Corporation and 
the USMC has been terminated. 
Allied has delivered to United re- 
leases of all claims in consideration 
of a cash payment of $225,000. 








Kies Named Office Manager 
By Friedman-Shelby 


ST. LOUIS—Edwin E. Kies has 
been appointed office manager for 
Friedman-Shelby division of Inter- 
national Shoe Company. Office ad- 


~ 


EDWIN E. KIES 


ministration had been divided be- 
tween Mr. Kies and L. J. Tullman. 
The latter has been transferred to 
International’s office in Atlanta. 

A member of the National Office 
Manager’s Association, Mr. Kies 
joined Friedman-Shelby in 1922 in 
the stock department. He was placed 
in charge of return goods adjust- 
ments in 1944, and later assumed 
added responsibilities in office man- 
agement. 

Announcement of both appoint- 
ments was made by Howard J. Dona- 
hie, general sales manager for 
Friedman-Shelby. 


Koch Adjustment Manager 
For Brown Shoe Company 


ST. LOUIS—W. H. Koch has been 
appointed adjustment manager of 
Brown Shoe Company, succeeding 
E. J. Todd, who recently retired 
after 45 years service. 

Mr. Koch has been with Brown 
for 39 years, 34 of them as Mr. 
Todd’s assistant. He started with 
the company in 1918 and served as 
assistant superintendent of the Po- 
tosi factory during the war years. 

E. J. Todd, adjustment manager 
for Brown for the past 35 years, 
plans to retire to a lake site in 
northern Arkansas, where he will 
hunt and fish. In addition to being 
honored at a company banquet, Mr. 
Todd was presented with 45 silver 
dollars by his department employes. 
Each dollar represented one year of 
service. 
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Joins Staff of F. W. Stuart 


NEW YORK — Kenneth Garden 
has joined the firm of F. W. Stuart 
Company, Inc., Andover, Mass., last 
makers. He will cover children’s shoe 
manufacturers and work on new 
lasts for these factories. He reports 
that a new Milano type of last for 
children has been recently adopted 
by the firm. He will work out of the 
same New York office as Kenneth 
Holmes, also with F. W. Stuart. Mr. 
Garden was associated for ten years 
with the last firm of Stewart & Pot- 
ter. 


Credit Manager Retires 
At International Division 


ST. LOUIS—William H. Schmidt, 
credit manager of the Northeastern 
division of International Shoe Com- 
pany, has retired after 51 years in 
the shoe business. 


WILLIAM A. SCHMIDT 


He began his long shoe career in 
1906 with the Morse and Rogers 
Shoe Company before it was ac- 
quired by International. He joined 
the Sundial division of Interna- 
tional as credit manager when it 
was first formed. 

Considered the dean of credit 
men in the East, Mr. Schmidt held 
many important credit posts in va- 
rious organizations in Boston, New 
York City, and in Manchester where 
he made his headquarters. He is 
a former chairman of the Foreign 
Credit Interchange Bureau of the 
National Association of Credit Men 
and past officer and director of the 
New York Credit and Financial 
Management Association. 

His successor will be Carleton R. 
Newell who, for the past several 
years, has served as assistant to 
Mr. Schmidt. 


Dow to Sell Plymouth Lines 


MIDDLEBORO, MASS. — The 
Plymouth Shoe Company, makers of 
Plymouth and Pilgrim shoes for 
men, has appointed John Dow to 
sell both of these in-stock lines in 
Illinois, southeastern Missouri and 
eastern Iowa. Excluded from this 
territory are Chicago and its sub- 
urbs. 

This is the territory Mr. Dow 
formerly covered for the Crosby 
Square Division of Mid-States Shoe 
Company and, prior to that, for the 
Weyenberg Shoe Manufacturing 
Company. 


Morton Hack Succeeds Dad 
As Hack Shoe President 


DETROIT — Morton Hack has 
been elected president of the Hack 
Shoe Company. He succeeds his 
father, Nathan Hack, who becomes 
chairman of the board of the firm 
which he founded in 1916. Leonard 
Hack, his brother, becomes vice- 
president and treasurer. 

Morton Hack joined the firm in 
1931. He attended the University of 
Michigan and was graduated from 
the Illinois College of Chiropody 
and Foot Surgery with a D.S.C. de- 
gree. 

He is a past president of both 
Detroit and Michigan Shoe Retail- 
ers Associations, Wayne County 
Chiropody Society and Michigan 
Chiropody Association. 

A lieutenant colonel in the U. S. 
Air Force Reserve, he served four 
and a half years on active duty in 


MORTON HACK 


World War II. Colonel Hack is a 
past commander of the Vandenberg 
Squadron of the Air Force Associa- 
tion and has been a reserve officer 
since 1929. 
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International Appoints Frame 
Office Chief at Hannibal Plant 

ST. LOUIS—John W. Frame has 
been transferred to the Flora, III., 
plant of International Shoe Com- 
pany and named office manager 









JOHN W. FRAME 
there. Mr. Frame, 28, formerly 
served as assistant office manager 
of the company’s Hannibal, Mo., 
plant. 

The new Flora plant office man- 
ager replaces Glenn McQueary, who 
has left the company’s employ. 
Since joining International in 1946. 





Mr. Frame has been an operator in 
the wood heel and bottoming de- 
partment, a stock clerk in the 
branch warehouse of Accent divi- 
sion, head shipping and receiving 
clerk of the same department, and 
assistant office manager prior to his 
transfer. 
Amer Leather Honored 
PHILADELPHIA—The William 
Amer Company, leather manufac- 
turers here, was awarded a framed 
citation by the Philadelphia Cham- 
ber of Commerce as it observed its 
125th anniversary. 





Midwest Footwear Appoints 


SULLIVAN, MO.—Marvin Mandel 
has recently been appointed to repre- 
sent Midwest Footwear, Inc., of 
Sullivan, Mo., in New Jersey, Penn- 
sylvania, metropolitan New York, 
and surrounding areas. 





Ruane Takes Over New 
Weber Shoe Territory 


ST. LOUIS — Eugene G. Ruane 
has joined the sales force of Weber 
Shoe Company, it was announced 








recently by Alex W. Smith, execu- 
tive vice-president and _ general 
manager. 

Mr. Ruane, who formerly traveled 
for the Trimfoot Company, assumes 
his duties in a newly carved-out 
territory — western Pennsylvania, 





















EUGENE G. RUANE 


Ohio, West Virginia, Kentucky, 
Indiana and southern Illinois. These 
areas formerly were within ter- 
ritories covered by Elmer Cohen, 
Frank Homan and Alex Smith. 

A native St. Louisan, Mr. Ruane 
will make his headquarters at the St. 
Louis office of Weber Shoe Company. 
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Goodrich Company to Build 
Distribution Center at Detroit 


ALLEN PARK, MICH.—The B. 
F. Goodrich Company will construct 
a new distribution center here on a 
five-acre tract, the company has an- 
nounced. It will bring B. F. Good- 
rich warehouses and offices in the 
Detroit area under one roof for the 
first time. This includes B. F. Good- 
rich Tire, Industrial Products, and 
Footwear & Flooring Companies, 
now located in four buildings in 
Detroit. 

Work on the new structure will 
begin in January and completion is 
scheduled for July, 1958. 

There will be sufficient space to 
store 50,000 tires of all types, rub- 
ber industrial products, and foot- 
wear and flooring products, which 
will be shipped to all sales points in 
Michigan and a portion of north- 
western Ohio. 

The new building will contain 
83,000 square feet of floor space. Of 
this, 70,300 square feet will be de- 
voted to warehousing and the re- 
maining 12,700 square feet to offices. 

It will be the 16th major distribu- 
tion center established by B. F. Good- 
rich since 1950. 


Display Firm in Shoe Field 

NEW YORK—A new design and 
display consultant firm, Gersin and 
Arnold Associates, has entered the 
shoe and allied shoe products field. 
During the Allied Shoe Products 
Show last August their first job in 
these markets was seen in Shain & 
Company’s display at the Lexington 
Hotel here. They are now working 
on Shain’s offices in Boston. 

The Sandler of Boston show rooms 
were designed by Gersin and Arnold 
for the National Shoe Fair in Chi- 
cago this past October. Foot Flairs 
employed their services for their dis- 
play at the Sheraton-McAlpin at the 
Popular Price Shoe Show of America 
here. 


Williams Distributes Fund 


PORTSMOUTH, O.—It was glad 
tidings received by employes of 
Williams Manufacturing Company, 
makers of women’s footwear, when 
distribution of $276,379 in Christ- 
mas savings club checks through a 
factory plan was coupled with an 
announcement by Blaine E. Mat- 
thews, president, that orders on 
hand assure the 2,000 production 


employes of many weeks of steady 
employment. 

More than 1,300 employes shared 
in the largest distribution of sav- 
ings in the eight-years of the plan 
in the factory. 

The firm is busy with summer 
season production. 





Goodrich President Elected 
Associated Industries Officer 


Raymond H. Blanchard, president of B. F. 
Goodrich Footwear and Flooring Com- 
pany and Hood Rubber Company, divi- 
sions of the B. F. Goodrich Company, 
Watertown, Mass., was elected a vice- 
president of Associated Industries of 
Massachusetts. 
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—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valual service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 

















Finnish Shoe Industry Figure 
Studies U. S. Shoe Production 


ST. LOUIS—Finland favors fam- 
ily shoe stores rather than specialty 
outlets, according to Eino Aranto, 
managing director of the Central 
Association of Finnish Shoe Fac- 
tories. Mr. Aranto was here re- 
cently as part of a trip to study 
U. S. shoe production. 

Finnish shoe manufacturers, Mr. 
Aranto reported, sell direct to the 
retailer. None of the outlets is com- 
pany owned. The large shoe depart- 
ments situated in department stores 
are in many cases cooperative, 
much as our agricultural areas fea- 
ture cooperative stores. 

Half the 80 manufacturers in the 
association are small, employing 
less than 50 persons. Mr. Aranto 
serves as managing director also 
for the employers federations of the 
Finnish shoe and leather industry. 

In women’s footwear, Mr. Aranto 
was impressed with the quantity of 
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black shoes seen on the New York 
streets. In Finland, he said, Hel- 
sinki for example, most women 
would be wearing brown shoes, with 
shaped Italian-type heels. Finnish 
women wear lower and _ thicker 
heels. 

Because of the severity of the 
winters, every Finnish women owns 
a pair of leather boots with fur 
lining. Built on mid-high shaped 
heels, these light weight, ankle- 
high boots afford protection from 
the cold, yet appear graceful for 
walking. Per capita footwear pur- 
chase runs about one pair per year 
in Finland, as compared with four 
pairs in the USS. 

Women of the Scandanavian 
countries are definitely interested 
in and aware of fashion, Mr. Aran- 
to stated. The Leather and Shoe 
Fashion Council of the North Coun- 
tries is made up of five members 
from each of the countries, Nor- 
way, Sweden, Finland and Den- 
mark. The woman who serves as 
chief fashion adviser has headquar- 
ters in Stockholm. Her four assis- 
tants travel twice each year to 
fashion centers in Europe collect- 
ing trend information. 

Details are interpreted and pub- 
lished in booklet form for use by 
shoe factories, tanneries and re- 
tailers. Especially in predicting 
color trends, Mr. Aranto feels, the 
work of the fashion council has 
been successful in preventing mis- 
takes. 

Predictions on style trends are 
made nearly a full year ahead of 
the season, with the November 1957 
publication forecasting for fall of 
1958, and the April, 1958, booklet 
forecasting for spring, 1959. 

In addition to his managing di- 
rectorships, Mr. Aranto serves as 
editor of Nahka Ja Kenka, the 
leather and shoe magazine pub- 
lished in Helsinki. This monthly 
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magazine is not privately owned, 
but rather is jointly owned by shoe 
and retailer associations. The pub- 
lication carries all types of shoe 
news, including production and 
fashion. 





General Shoe Shuts Down Its Plant at Lake Mills, Wis. 


LAKE MILLS, WIS.—The Lake 
Mills Shoe Company, northernmost 
plant of the General Shoe Corpora- 
tion, Nashville, was to have shut 
down by December 6. 

James H. Cheek, plant vice-presi- 
dent, said the Lake Mills factory 
and one other of the 30 owned by 
General Shoe make stitchdown shoes. 
He said falling demand for chil- 
dren’s three-sole stitchdowns was the 





reason for the shutdown. The de- 
cision to close was the alternative to 
having both plants on a _ reduced 
work schedule. 


The company stopped cuttting 
shoes at this 38-year-old plant No- 
vember 22. The plant, locally owned 
originally, was purchased by General 
Shoe Corporation in 1919. Affected 
are 120 employes. 
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Mountain States Travelers 
Re-elect Phillips President 


DENVER—The Mountain States 
Shoe Travelers Association reelect- 
ed Frank M. Phillips, Wheatridge, 
Colo., representative of the Win- 
throp Shoe Company, as president 
of the association for another year. 
R. E. Schuster was re-elected exec- 
utive secretary. The annual meet- 
ing was held in conjunction with 
the spring show, at the Albany Ho- 
tel. 

Sam J. Stone, Lakewood, Colo., 
representing Queen Quality shoes, 
was elected first vice-president; 
Keith T. Johnson, Denver, of Red 
Wing Shoe Company, was named 
second vice-president, and D. D. 
Lindley, Denver, of Town & Coun- 
try, Inc., was elected secretary- 
treasurer. Mr. Schuster, represent- 
ing Kemp and Chippewa Shoe Com- 
panies, Blum Slipper Company and 
Converse Rubber Company, pre- 
sented the association with the at- 
tendance trophy given the Moun- 
tain States group by the National 
Shoe Travelers Association for the 
largest percentage increase _ in 
membership of all travelers’ asso- 
ciates. 

Four new directors were elected: 
Paul H. Preston, Boulder, of Tober- 
Saifer Shoe Company; Charles An- 
gel, Denver, J. W. Carter Company; 
J. R. George, Arvada, representing 
the same lines as Mr. Schuster, and 
Chester Hamilton, Denver, Air- 
Step, Brown Shoe Company. 

Holdover directors are: L. S. Fritz, 
Graham Brown Shoe Company; 
Danny Kole, Denver, Guild Mocca- 
sin; Don Robinson, Denver, Joyce, 
Inc.; Dave Tritt, Denver, Wayne 
Bambo Shoe Companies; C. H. Von 
Behren, who was elected chairman 
of the board, and Messrs. Phillips, 
Stone, Johnson, Schuster and Lind- 
ley. 


New Old Town Casual Line 


OLD TOWN, ME.—A new line 
of shoes, dressy casual Gay Wings, 
has been added to the operation of 
Old Town Shoe Company, long 
known for its Old Maine Trotters. 
It will now have a line of more 
dressy flat heel shoes, made on 
leather or ribbed crepe soles, de- 
signed for girls of college age and 
older. The shoes will retail from 
$8.95 to $10.95. 


Maine Governor Airs Plan 
To Attract New Industries 

NEW YORK—At the State of 
Maine’s annual press luncheon held 
here recently, Governor Edmund S. 
Muskie presented a new plan for 
encouraging and aiding industrial 
development in the state. It is, 
briefly, a method of supplying risk 
capital to span the gap when an in- 
dustry is obliged to borrow the cap- 
ital for new buildings or expansion 
of old ones. Application for a loan 
will be made through the customary 
channels to a regular lending agent. 
At the same time application can 
be made to the state’s newly estab- 
lished Industrial Building Author- 
ity for a guarantee of the loan. This 
can be as high as 90 per cent of the 
loan, the maximum guarantee not to 
go beyond one million dollars to 
any one company. 

Today Maine has many indus- 
tries. The shoe industry is the sec- 
ond largest employer of labor in 
the state, exceeded only by textiles. 
Paper manufacture is the state’s 
number one industry. Tanning and 
plastics also rank high. Among in- 
dustries already established in 
Maine are such firms as Hathaway 
Shirts, Scot Tissues, Bates Fabrics 
and 14 major mining companies. 
This last is in spite of the fact that 
Maine has been called “the most 
unexplored state in the Union.” 





Craddock-Terry Names 
Fashion Coordinator to Staff 


ft agence conmnage 


& 


Carolyn Sherwin, named fashion coor- 
dinator for the Natural Bridge, Miracle- 
Tread, Fashion Craft, Ki-Yaks and Bil- 
liken lines of Craddock-Terry Shoe 
Corporation was formerly fashion direc- 
tor of the National Shoe Manufacturers 
Association. She was previously asso- 
ciated with Women's Wear Daily. 
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SALESMEN WANTED 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low-priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 


EXPERIENCED SALESMAN for Milwau- 
kee, Wisconsin, and adjacent territory; also 
Salesman for Midwest territory. State experi- 
ence, age, and territory covered. Apply: C. W. 
MARKS SHOE COMPANY, 315 So. Peoria 
Street, Chicago 7, Illinois. 


NEED SALESMEN: TO SELL MEDIUM 
PRICED MEN’S DRESS SHOES. Drawing 
account to experienced men who can produce 
and have established following in these terri- 
tories: Michigan, Illinois, Texas, Oklahoma, 
and Minnesota. Reply to Box 106, Boor anp 
SHoE Recorper, Chestnut & 56th Sts., Phila- 
delphia 39, Penna. 

SIDELINE SALESMAN WANTED: Lead- 
ing Manufacturer of Branded and Private 
Label Shoe Polishes. Especially interested in 
Shoe Chains. Liberal Commissien. Reply to: 
VANGARD CHEMICAL CORP., 2550 W. 
Sullivan, St. Louis 7, Mo. 


FOR SALE 


STORE FOR RENT 
MIAMI (OPA-LOCKA), FLA. 


In Largest Shopping Centre of its kind, 
900 to 4200 sq. ft., park 450 cars. Pop. 
over 23,000, and growing. Interesting 
proposition to right party. Owner: 

Box 96, care of BOOT & SHOE RECORDER 
56th & Chestnut Sts., Philadelphia 39, Pa. 
FOR SALE: SIMPLEX X-RAY Shoe Fitter 
Machine, A-1 Condition. Will sell for $100. 
Reply to Box 103, Boor anp SHoe REcorpER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 

LADIES’ SHOE STORE. Splendid chance 
for middle aged couple to enjoy life and make 
good living. Requires about $10,000. The Boot- 
ery, 709 Lake, Lake Worth, Florida. 


SIDELINE SALESMAN WTD. 
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OHIO MEN’S SHOE SALESMAN WANTED! 


BATES SHOE COMPANY will interview men now successfully selling 
men's shoes in Ohio territory at the wholesale level. This is an outstand- 
ing opportunity with one of America's Fastest Growing Medium Priced 
Men's Shoe Lines. Selling to Independent Shoe Retailers. Secure, well- 
paying future to right man. Our organization knows of this ad. Write 
in confidence to my home: 


F. E. RYAN, 18 Lincoln Street, Webster, Mass. 














SALESMAN WANTED 
EXPERIENCED — AGGRESSIVE 


Here is an outstanding opportunity to connect with one of the country's 
large shoe manufacturers to travel States of Massachusetts, Vermont, 
New Hampshire and New York (exclusive of Metropolitan New York 
area), with a complete In-Stock line of children's and growing girls’ shoes 
in the popular priced field. Write giving full particulars of sales experi- 
ence and personal background. Replies kept in strict confidence. 


Reply to Box 99, BOOT and SHOE RECORDER, Chestnut & 5éth Streets, Philadelphia 39, Pa. 














SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SHOE REcorDER, Chestnut 
& 56th Sts., Philadelphia 39, Penna. 








EXCELLENT OPPORTUNITY: We are 

WANTED: SALESMEN TO HANDLE Manufacturers of a Complete Line of Children’s 
TOP DRAWER LINE of fast selling Men’s Shoes. Large in-stock department. If you are 
Dress Shoes in Popular Priced field. Must live an experienced salesman with a following, we 
in the territory. Drawing account to men of have the type of Line you are interested in. 
proven background. State experience. Terri- Your carrying a non-competitive Line desirable. 
tories Open: Virginia, Georgia, Tennessee, Ken- Available territories, Up-State New York, Penn- 
tucky, Ohio and Indiana. Reply to Box 107, svlvania, Ohio, Tennessee, Kentucky, and 
Boot AND Suce Recorper, Chestnut & 56th Georgia. Reply to Box 101, Boor anv SHoe 
Sts., Philadelphia 39, Penna. Recorper, Chestnut & 56th Sts., Philadelphia 

39, Penna, 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 





is payable in advance 





ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 

















EE SERRE RE PP A OE OE POE ETT 


SS) ane aa ee Oecd Siti 0 
Enclosed is Check 0 
Please check if box No. is Wanted [] Money Order (1 














December 15, 1957 



















SALESMEN WANTED | SALESMEN WANTED WANTED TO PURCHASE 





M. STOFF and CO. 


EXCELLENT SALES OPPORTUNITY CASH FOR SHOES 


For alert aggressive salesmen to travel: |—States of Arkansas, Kansas bag “b> Le sey see ipl 


and Oklahoma. 2—Kentucky and Tennessee, with nationally advertised, 

nationally distributed ed line of men's dress shoes. This is a com- - _. 4, sem sates O14 oe — 
plete In-Stock line with strong promotional backing and retails from 
$9.95 to $15.95. Applicants must live in territory. Submit full infor- 
mation as to road experience and personal background. All replies MORRIS BAYROFF 


treated in strict confidence. formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
Reply to Box 100, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 












































OUTSTANDING LINE FOR OUTSTANDING MEN! 
Territories: TOP DOLLAR! 


1. Western Pennsylvania, Ohio, West Virginia, Kentucky FOR YOUR MME TOL 


2. Alabama, Georgia, Louisiana, Mississippi, Tennessee EDDY SHOE COMPANY 


. A ALWAYS RELIABLE 
3. Maine, New Hampshire, Vermont 152 Ho, ah Oe wa ce 


Men’s Work, Dress, Casual in stock, popularly priced. Submit 
resume and references. 


Reply to Box 105, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, jos . LOTS 
SHORT LEASES ASSUM 

B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 


HELP WANTED WANTED TO BUY Telephone WOrth 2-2515 















































WANTED TO BUY: BY REPUTABLE 
CONCERN Children’s and Misses’ (sizes 
8 1/2/3 Compo Factory making 50 to 75 Cases 


NOW! 

- Mi D -W EST in i te soak Streete: Puiledehate OF THE GLASS SHOE DISPLAY CLIPS 
| oe Renee. CLEAR PLASTIC 

WATERPROOF FOOTWEAR| | \ 


STYLIST WANTED. MAN EX- 
PERIENCED IN DESIGN AND) | riViice Covering Prestige, Type Men's 


Shops, Quality Department and Shoe Stores 


MODEL WORK TO TAKE FULL} | sani, companion ‘ine, Mid Wes Terstory, | | $30 per doz.toe'tete tan, cleric I 
CHARGE IN NEW DEPARTMENT. 


East Jackson Blvd., Chicago, III. 
Reply to Box 108 REGIONAL DISTRIBUTOR | REGIONAL DISTRIBUTOR 


BOOT and SHOE RECORDER 


aa 8 Leading Italian Manufacturer 


of Men’s Leather Shoes wants 


REGIONAL DISTRIBUTORS IN U. S. 
SHOEMAKING COURSE A quality line of light and flexible shoes, to retail from $9.95 to $15.95. 


—American sizes and widths available. A large promotion program and 
MOULDED SHOES. Instrucaans in teane | | full support assured by the Manufacturer, that is perfectly aware of 


Plaster Casts, Lasting and making Moulded H H mails Hi i i 
ee ee ee ee oe American market requirements.—Submit full information. 


$150.00. Instructions available in New York 


se ia Reed ao te Uae Chace Reply to Box 109, BOOT and SHOE RECORDER, Chestnut & 5éth Streets, Philadelphia 39, Pa. 


56th Sts., Philadelphia 39, Penna. 
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WANTED TO PURCHASE 





WANTED TO PURCHASE 


WANTED TO PURCHASE 











“Uncle Sam” 
will soon prove 


Sputnik and Muttnik 


are old numbers 


a SURPLUS SHOES 
CANCELLATIONS 


is ait] | ) COMPLETE, STORES 


will buy your Gem. 28 < quality | men’s, 


—_— women’s and children’s shoes. 
old numbers 
he ba FOR OVER 41 YEARS 
LOUIS CAMITTA & SON 


91 READE ST., NEW YORK, N. Y. MOSINGER- -COHN 


O 2-5063 
formerly with S. CAMITTA & SONS 35 Washingto 










































WE PAY MORE /.,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 








HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

Pra LEASES ASSUMED A 

collect YOUR NAME PROTECTED 4 

B. & R. SHOE CORP. H 


74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


Ben LaMonica 
Ralph Vogel 














\Lahdddddddddd BARIS BUYS for CASHZ//77jZj 


N B A R | S Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 

THE NATION’S FINEST Also complete stores considered 

§ CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 toma ¢ esc Se vd hace 
Ys 





» 



















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4112 Bergenline Avenue 
Union City, N UNion 3-6413 


Phone or Wire Collect 
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Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 


Quality Shoes Since ’32 
“While in Town See Weil” 









CE. 1-3762 

















" COMPLETE STORES & 
WANTE D: 





Confidential negotiations by 
. experienced retailers 





ARRONSON BROS. & BAYROFF 


122 Duane St., N.Y.C. RE 2-4170-4171 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 


















TUDO | 






e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, ¢ BE 3-7290 
146 DUANE $T., 6. ¥.C. 



















© 


WOLVERINE 


man-ctyled SPORT SHOES 


Rockford Mick 





QUALITY MADE !eaines 


4 &) 


YAY OOOOQOOOOK KX) 
OYYIOOOOO A) 
AA OOX AAO) YY’ YK 


eee eases 


YYYIOOOO OO OX KICK) 


¢, 
> 1+¢@ 
4, BIG PROFITS! Woe r eine e ii inneney 


DOOMA 


BARRY MFG. CO. INC. 


8 SUMMER ST 


LYNN, MASS 





Burkhardt to Represent 
Queen Quality in Southwest 


St. Louis— William A. Burkhardt 
has been named sales representative 
for Queen Quality division of Interna- 
tional Shoe Company in Arizona, Cali- 
fornia and Nevada. 

Mr. Burkhardt’s experience includes 
15 years traveling for Edison Brothers 


WILLIAM A. BURKHARDT 


Stores, Inc., one season selling Dalson’s 
women’s shoes along the West Coast, 
plus retail selling at Jesberg’s shoe 
store and Roe Brothers shoe store in 
Los Angeles and Huggins shoe store in 
Pasadena. He is a graduate of the Uni- 
versity of Kentucky. 

The new Queen Quality representa- 
tive will make Pasadena his headquar- 
ters. 


British Vulcanizing Machines 
Are Taking Hold in U. S. 


Boston —Cema machines, used in 
making vulcanized shoes, are taking 
hold in this country, according to Rob- 
ert W. Long, general manager of the 
newly-organized C. I. C. Machinery, 
Inc. This company, a division of C. I. C. 
Engineering, Ltd., of England, has 
been formed to import not only the 
Cema machines but also machines other 
than the conventional types. Head- 
quarters are at 185 Devonshire Street, 


Boston. C. I. C. Engineering, Ltd., in 
turn, is a division of the shoemaking 
firm of Clarks of England. 

The Cema machine, Mr. Long says, 
takes a blank of either natural or syn- 
thetic rubber and, in one operation, 
molds sole and heel in one piece and 
vulcanizes it to the leather upper. The 
claim is made that about 40 operations 
normally used in making Goodyear 
welts are thus eliminated, and that the 
vulcanized shoe is not only long wear- 
ing but also, having no inseam, is wa- 
terproof. 

It is stressed that the Cema machine 
is designed for use in making vulcan- 
ized shoes which have leather uppers. 
It cannot be used in the manufacture 
of footwear with fabric uppers. In 
making shoes with leather uppers, how- 
ever, the end product can be either a 
rugged, sturdy shoe or a lightweight 
fiexible type. 

Clarks of England are using the ma- 
chine in two of their factories, Mr. 
Long reports, and last year turned out 
about 10,000,000 pairs of vulcanized 
shoes. 


Sole Leather Department 
Chief Retires at International 

ST. LOUIS—James B. Trimble, 
manager of the sole leather depart- 
ment of International Shoe Com- 
pany, was feted with a retirement 
dinner held in St. Louis recently. He 
had served with the company for 
46 years. 

Mr. Trimble joined International 
January 12, 1912, 16 days after the 
firm’s founding. Beginning as clerk 
at the Hickory Street sole leather 
department, he later became office 
manager of a heel plant, materials 
buyer, assistant manager of the de- 
partment, and in 1950 manager. The 
veteran plant executive’s duties have 
included the management of sole 
leather cutting, leather counter mak- 
ing, heel building and leather welting 
manufacture. 
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CORRAL greater 
profits with... 


GODING 




























The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 





Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 










-LUBRICA’ 


IS MORE ~*~ THAN AN 


OIL CAN 


The direct cost of a breakdown through inadequate lubrication is 
the cost of parts and their installation. The indirect costs can be 
many times higher. 

Filling oil holes is only part of the story. The more important shoe 
machines have internal lubrication systems requiring periodic at- 
tention. Strainers need cleaning, reservoirs need flushing, fresh oil 
and grease should be added. 

United service men have the training, experience, and skill to 
give your machines the regular attention needed for uninterrupted 
performance. Periodic lubrication servicing is not expensive and can 
save you costly repairs. 

Ask your United man to work up a schedule and cost estimate for 
lubrication servicing on the shoe machinery in your factory. 





SERVICE 


Hourly charges are less 
under United's service contract 


UNITED SHOE MACHINERY CORPORATION 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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a ah Ms, 


“NATURAL NEWNESS?” is the phrase - 
for it... for the leather that more and more shoe manufacturers and retailers 


are asking for so frequently . .. made in warm vibrant colors. 


ASK FOR THE QUALITY LEATHER... ASK FOR RANCH-TAN 


#3 Fh 44 


1830 S. THIRD STREET, MILWAUKEE 4, WISCONSIN 





MAY YOU SHAR 


.% 


E THEIR JOY IN 


ial 


TRIDE NITE 


SHOE 





GREEN SHOE MFG. CO., BOSTON, MASS 


H 





RISTMAS... 


